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.i ne George Foster Peabody Award 
for Outstanding Local Television Public 

jervice, 1959—given to WDSU-TV with a 
special citation for iis Editorials. 


THIS MEDAL REPRESENTS 
A HAPPY IDEA... 





. .. that courageous programming can earn 
for a station great respect. 


The station with the most courageous 
programming becomes the most respected in 
its community. 


And the most respected station gains for its 
advertisers the greatest influence with its viewers. 


WDS U-TV Channel 6, New Orleans 
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Play it smart—just like the hundreds of national advertisers who are 
spotting their TV advertising successfully on these important stations. 
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ee,..gnm the best 
tradition 


of public attairs 
programming...” 


Television reacted promptly and decisively to the interna- 
tional crisis which erupted last month as the Summit meet- 
ings collapsed and the U-2 debate was carried to the United 
Nations Security Council. To keep America’s forty-five 
million television families fully informed of all the fast- 
moving events, NBC News presented almost 18 hours of 
special programming — more than any other network news 


organization—in addition to its normal news coverage. 
And repeatedly during the two weeks, NBC News broke 
into the regular network schedule to present up-to-the. 
minute summaries and discussions. Reprinted here is a 
sampling of press comment from across the nation which 
reflects how television, and NBC in particular, discharged 
its responsibility during these crucial moments in history. 





yAY 17—“NBC’s contribution last night was a formi- 
jible one...the program included phoned reports from 
paris and cut-ins from Washington and United Nations 
Headquarters in New Yoik.” (Bernie Harrison, The Wash- 
ington [D.C.] Evening Star) 

“NBC moves quickest with mostest to cover ‘Summit Meet’ 
jeacle.” (Hal Humphrey, Los Angeles Mirror-News) 


« their reports had a fine, fresh immediacy...” (Harriet 


Yan Horne, New York World-Telegram & Sun) 


MAY 18—“The National Broadcasting Company and 

lumbia Broadcasting System interrupted their regular 
chedules both last night and Monday. On either network 
ull the essentials could be gleaned but in comprehensive- 
ss NBC had a noticeable edge.” (Jack Gould, The New 
ork Times) 

AY 20—“‘NBC, alone, had a staff of thirty-two in Paris 
The TV coverage was in the best tradition of public 
fairs programming...” (Marie Torre, New York Herald 
Tribune) 

AY 21—“I thought that NBC-TV’s crew came off with 
host of the honors. For one thing, this network devoted 
* hore time than its rivals to the pick-up...It also included 
panel discussion.” (Ben Gross, New York Daily News) 


AY 22—“‘... NBC’s coverage was precisely the sort of 
ormal information the American public requires for 


guidance in these tense times, provided in the here-and- 
now manner which is television’s great purpose...” 
(Charles Denton, Syndicated TV Columnist and Radio- 
TV Editor, Los Angeles Examiner) 


MAY 24—“TIn televising the UN Security Council de- 
bate between Chief U. S. Delegate Henry Cabot Lodge and 
Russia’s Foreign Minister, Andrei Gromyko, NBC let the 
American people see and hear the east-west opponents. 
It was a superb job of television reporting. Just as it did 
with Premier Khrushchev’s press conference in Paris, tele- 
vision brought the great issue of the time into the living 


rooms of America for all to examine and try to under- 
stand.” (Frank Judge, The Detroit News) 


“Channel-switching gives NBC the nod again for incisive 
perceptive coverage...” (Barbara Delatiner, Newsday) 


“Last night the National Broadcasting Company, wiich 
particularly seems to be hitting its top stride in news cov- 
erage, also took a full early-evening hour to enable the 
working TV set owner to see the day’s events at a convenient 


time.” (Jack Gould, The New York Times) 
MAY 25—“NBC is a hard network to beat in the race to 
the UN...” (Kay Gardella, New York Daily News) 


MAY 26—“On the whole, it is NBC which has given us 
not only the lengthiest but also the most informative cov- 
erage...” (Ben Gross, New York Daily News) 


ORE PEOPLE WATCH THE NEWS ON NBC THAN ON ANY OTHER NETWORK INS 











Infinita est velocitas temporis’...seneca 


In the Maryland Market, nearly 700,000 television homes 
mark TIME in the swift clocks of commerce and industry. 
Here thrives one of the world’s largest steel mills, one of 
the nation’s leading chemical centers, a center of clothing 
manufacture, a center of the graphic arts, a multiplicity 
of mercantile activities that naturally ensue in the 
nation’s second largest seaport—handling over 22,424,464 
long tons annually, the production of aircraft and missiles, 
the fabrication of automotive components and many 
other activities vital to the economic welfare of our 
nation. These people are the producers of goods and 
services, the measure of whose effectiveness is accom- 
plishment in TIME. 


*INFINITELY SWIFT IS THE VELOCITY OF TIME... Sen 


For these same 700,000 television homes, WBAL-TV 
charts TIME’s deliberate and constant speed carefully 
each day with an elaborate and varied program schedule 
designed to meet all their needs for relaxation, for 
entertainment, for information. 

“Infinitely swift is the velocity of TIME...” the phi- 
losopher says. At WBAL Television 11 in Baltimore, 
YOU keep pace in the Maryland Market. 


NBC Affiliate / Channel 11/ Associated with WBAL-AM & FM. 


WBAL-TV BALTIMORE 


Nationally represented by Edward Petry & Co., Ine. CBE 
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IN THIS ISSUE 


This special issue is devoted to a portfolio covering television’s accomplishments as a communications force at the 
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grass roots level. Its purpose is to show what stations have done and are doing to provide programming linked to 


community needs and interests. 
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the significant ties of Picasso’s 
technique and poetry. The 
series, which explores the cul- 
tural and scientific aspects of 
society, epitomizes the local 
public service programming 
described in the portfolio be- 
ginning on page 73. 
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The Trojan Horse and the siege of Ilium, The West's at its wildest when Willy heads out 
Are spectacles that awe our Willy M. With Buffalo Biil, thé famed Indian Scout 


TRANS-LUX TELEVISION CORP. iiscorcsne 
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VERY ORIGINAL TV CARTOON! 


Willy McBean lives in a special children’s world, full of fact, fiction, 
fantasy and fun! He roams the past, the present, the future, with all 
the great adventurers of all time! Yes— Willy is as wonderful as the 
imagination of a child. That’s why this fresh new television pro- 
gram will capture the heart and mind of every boy and girl... and 


grown-ups who are young in heart. 
260 episodes available January 1961 


iM at-mu oxe)(ome-Ceoh'Z-Jahd0]a-t-me) t-UA AL dlale ps Back to the Stone Age our brave Willy went— 


Are very much to Willy's liking. The creation of fire was quite an event! 


Willy is wide-eyed, just look at him gawk, What Willy finds in outer space, 
When the Wright Brothers fly at Kitty Hawk. Makes Halloween seem commonplace 


N. Y., PLaza 1-3110-1-2-3-4 


For information, contact RICHARD CARLTON, Vice President In Charge of Sales 
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LET YOURSELF GO KPRC-TV, HOUSTON and enter an entirely new world of advertising where every commercial is 
transportation to sales results you had not dreamed of. This proud insignia, the KPRC-TV channel number, is 
borne by every KPRC-TV advertiser. It proclaims a degree of quality, engineering and good taste unmatched on the 
TV sets of the world. Kings, diplomats, princes and connoisseurs have been enchanted by the graceful “2”. You 


will be too! 


KPRC-TV availabilities include programs, minutes, chainbreaks, and ID's. 


KPRC-TV, HOUSTON, TEXAS (An Affiliate of the National Broadcasting Company) 


Prices range from about $90 to $1100. Ask your Edward Petry man for a demonstration. 


“Courtesy of Mercedes-Benz Sales, Inc.” 
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ON BUSINESS 





CONSUMER BUYING 
UP 18% OVER 1959 


Although the big boom predicted TV NETWORK COST PER THOUSAND 
earlier now seems highly unlikely, 
second-quarter increases in employ- 
ment, retail sales and construction 


JANUARY 1960: $3.97 


4.75 
have most economists confident that oa a er 
business will improve moderately in 4.25 mercial minute of a representative network 
: ae rT ss half-hour. Based on all sponsored shows tele- 
the coming months. i he word for the 4.00 cost 9:30.10 p.m., NLY.T.. during the ARB va 
remainder of 1960: stability—with no 5.75 ing week, it provides a continuing yardstick of 


the performance of nighttime TV. This index is 
obtained by dividing the total costs of the 
programs by the total number of homes 
reached by these shows, then dividing this by 
the number of commercial minutes. 


Sources: ARB, LNA-BAR 
TELEVISION MAGAZINE 


sharp turn either up or down. 3.50 
Gross national product for the sec- - 

ond quarter is expected to hit the _ 

$505 billion mark with sales showing we 

comparable health. In the automobile “as 

industry for example, production in ea a ee ee a a ae ee 

mid-May climbed over 3,000,000— 

17%, ahead of 1959. The National 

Automobile Dealers’ Association re- 
































ports that U.S. dealers had their best vTOMm 
first quarter in five years. TV VIEWING WEEKDAY-NIGHTTIME SETS-IN-USE FOR APRIL pico 
Consumer buying is running 18% | FOR SPOT BUYERS: % Sets-in-use by Local Time FOR NETWORK BUYERS: <>) j-) 
ahead of a year ago and there is little |. | % Sets-jn-use by EST : 
reason to expect it to taper off. Per- Hour Eastern Time Zone Central Time Zone Pacific Time Zone rad +7) JIBq B 102 
sonal income in the first quarter was 5 PM 28.8 23.1 , 50.4 DIV bee 1O0minn ofl) 
$393 billion, up $6 billion from the 6 PM 34.8 41.2 36.6 a a pee 
: p $ ‘ : 7 PM 47.3 _ 53.4 55.4 | sg7iodnrt [bo199 
previous three-month period. And in 8 PM | 57.0 os 60.0 60.5 | 58.8 AYA 
. ° ree. 4 
April, income soared further, reach- Z Hon | ree op rp =F UL Gh) 
ing a record of $397.5 billion, a rise 11 PM | 219 129 145 176 *3Y 
of $18.4 billion over the same month MMONIGHT | 1. 2.7 —— = ' R 
last year. Source: ARB, April 1960 


There certainly is no slack in the 
buying mood of television advertisers. 
According to theTvB, network gross 
time billings rose 9.8% in the first 
quarter. Total billings for the three- millions 1958 vvvevveess = 1959 ems 1960) semen 
month period were $171,842,575, 








65 TW 
compared with $156,519,428 for the TV NETWORK BILLINGS 
first quarter of 1959. “ March 1960 March 1959 
Nighttime gross billings for the first. eee $13,487,460........ $11,565,031 
quarter of this year reached $119,- 58 PP scimans 24,013,247........ 23,265,395 
804,271, a 16.1% increase over the eee 21,045,610........ 20,728,315 
frst quarter of 195 ti y- so 
st quarter of 1959. Daytime, how OE asics $58,546,317........ $55,558,741 
tver, fared less well: billings in this 
year’ = a) 4s Source: LNA-BAR 
ars first quarter were $52,038,304, As released by TvB 
a 247 drop from the $53,325,550 





tacked up for the same period in 1959. JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC 
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1960 SUMMER OLYMPICS IN 


ROME...EXCLUSIVE ON THE 
CBS TELEVISION NETWORK 
You will be more than a good sport if you take 
your customers to the Summer Olympic Games 
in Rome, via the exclusive broadcasts of the 
CBS Television Network. You will be the far- 
sighted sponsor of an exceptional advertising 
vehicle. All signs point to the gathering of an 
unprecedented television audience—vast, ex- 
cited, and attentive, coming back day after day. 

People are still talking about this network’s 
coverage of the Winter Olympics at Squaw 
Valley: viewers still marveling at the thrills of 
Olympic competition; advertisers still marveling 


at the size and quality of the television audience. 


Five out of every six upper and middle income 
families, and three out of every four lower in- 
come families, watched the Winter Games. If 
you make cars or stoves or other “high-ticket” 
items you will be interested to note that upper 
income families watched most, as Nielsen 
average-minute ratings show: 


NCOME 
INCOME 


INCOME 


The broadcasts from Squaw Valley also attracted 


more adult viewers per family than any other 
Winter program—with the result that a leading 
cigarette maker was the first advertiser to spon- 
sor a part of the Summer series. (Because of 
the number of viewers of a// ages, a famous 
cereal maker soon followed.) Altogether, more 
than 100 million Americans tuned in. 

Yet the Winter Games were scarcely more than 
a warm-up exercise for the Summer Olympics 
~th rid’s greatest sports spectacle—to be 
held this year in the ancient thoroughfares and 
modern arenas of the Eternal City. Television 
tourists will follow the Marathon from the 
Capitoline Hill along the Appian Way, past the 
Col n to the Arch of Constantine. Sports 
enthi ts will see Herb Elliott of the 3:54 mile, 
the \-foot high-jumping John Thomas, the ~ 
fabulous Konrads swimmers—the foremost meg 
and women athletes of our time drawn fro 
eve arter of the globe. - 


2 the Summer Olympics to the Ameri- 
can ole within a few hours of each event, 





jet planes will shuttle tapes daily from Rome 
and Paris to New York. From August 26 to 
September 12, the CBS Television Network will 
present a total of 32 broadcasts, averaging more 
than one hour of coverage a day. Advertisers 
who want to get a running start on the new Fall 
selling season will be interested to know that 
two-thirds of these broadcasts will occur on or 
after Labor Day Weekend. Thus far P Lorillard 


_ Co. has purchased one-quarter of the series and 


General Mills, Inc., one-eighth. 

In a truly unique combination of advertising 
values, sponsors of the Summer Olympics will 
gain the continuity and frequency of impact found 
in a regular series, together with all the excite- 
ment and prestige generated by a newsworthy 
“special” of major dimensions. Not to mention 
a huge circle of new friends brought to you ex- 
clusively on the CBS TELEVISION NETWORK. 
































































SELECTIVE PROGRAM LOG 


Although June ushers in the 


inevitable barrage of summer 
returns, this month and next, 
TV will be dominated by an 
always fresh and unpredictable 
sud 1eC t—politics. All 

three networks are covering the 
Democratic nominating 
convention from the rapping 
of the opening gavel to 


the final cries of victory or 
defeat, with plenty of pre- 


convention background tele- 
casts on the agenda. Politics 
also gets dramatic treatment 


erun of “One Loud 
Clear Voice.” 


History will be recorded ina 
two-part report of President 
Eisenhower's crucial trip to 

the Far East. Foreign countries 
come under the scrutiny 

of TV’s analytical eye when 
John Gunther's ‘High Road’ 
visits Greece, ABC surveys 
political and economic conditions 
in Japan and ‘The Twentieth 
Century’ rebroadcasts its 


reports on the Philippines 
and pre-war China. 


Among thi iried personalities 
on view during the next few 
weeks are Woodrow Wilson, 

Miss Unive Phil Silvers and 


of course the Presidential 
dential nominees. 


and vice P 





JUNE 24 
Justice in the form of the FBI triumphs 


again in a rebroadcast of “Dillinger: A 
Year to Kill.” Ralph Meeker is the in- 
famous mobster (CBS-TV, 9-10 p.m.*) 


JUNE 25 
This time John Gunther’s High Road 


lands in Greece, land of legendary he- 
roes, home of ancient gods, birthplace 
of democracy (ABC-TV, 8-8:30 p.m.) 

Part Il of Journey to Understanding’s 
report on President Eisenhower's Far 
Eastern trip (NBC-TV, 8:30-9:30 p.m.) 


JUNE 26 ; 
“Woodrow Wilson: The Fight for 


Peace,” shown again on The Twentieth 
Century, documents Wilson’s struggle to 
form the League of Nations (CBS-TV, 
6:30-7 p.m.) 


JUNE 29 . 
A survey of political and economic con- 


ditions today in “Japan—Anchor in the 
East” (ABC-TV, 7:30-8:30 p.m.) 


JUNE 30 ; 
A primer for “summer bachelors?” Phil 


Silvers plays a man-about-town whose 
“Summer in New York” gets a big assist 
from singer Carol Lawrence and dancer 
Carol Haney (CBS-TV, 10-11 p.m.) 


JULY 1 
“The Golden Deed” turns a bit green 


around the edges on the first episode of 
a new series, Moment of Fear. A stranger 
saves a young boy from drowning, then 
involves the child’s wealthy parents in a 
serious crime (NBC-TV, 10-11 p.m.) 


JULY 2 
From Stanford University Stadium comes 


the “Final Olympic Track and Field 
Trials” which will determine who’s to 
represent the U.S. in Rome later this 
summer (CBS-TV, 5-7 p.m.) 


JULY 3 
The relationship between the average 


citizen and his local government is ana- 
lyzed on FYI (CBS-TV, 6-6:30 p.m.) 
The Twentieth Century reruns ‘Free- 
dom for the Philippines’—an account of 
two promises made and kept: General 
MacArthur’s “I shall return” pledge; 
and the U.S. Government’s promise 
of Philippine independence (CBS-TV, 
6:30-7 p.m.) 


JULY 4 re , , 
The machinations that almost invaria- 


bly accompany a nominating convention 
are given a dry-run on a rerun of “One 
Loud Clear Voice,” Roger O. Hirson’s 
original TV drama. Wendell Cory plays 
a politician torn between idealism and 
the political machine (NBC-TV, 10- 
11 p.m.) 


JULY 6 
“The Sounds of Home’’—home being 


Georgia in the late 1800’s—provide the 
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Music for a Summer Night (ABC-TV, 
7:30-8:30 p.m.) 


JULY 9 
Introduction to another brand of in- 


trigue: politics, in a “Campaign Special” 
of convention background and news 
wrap-ups (CBS-TV, 5-6 p.m.) 

More politics on a “Democratic Conven- 
tion Preview’—news, background, and 
interviews with aspiring candidates 
(NBC-TV, 9:30-10:30 p.m.) 

A study in international relations: the 
final stretch of the Miss Universe con- 
test. Arthur Godfrey, Jayne Meadows 
and Charles Collingswood officiate (CBS- 
TV, 10:30 p.m.-12 midnight) 


JULY 10 ; 
A tour through convention hall and 


the soon-to-be-filled-with-smoke rooms 
on “Westinghouse Convention Preview” 
(CBS-TV, 6:30 p.m.) 

“War in China,” The Twentieth Cen- 
tury’s rebroadcast of the Chinese peo- 
ple’s struggle to resist Japanese invasion 
in the years preceding World War II 
(CBS-TV, 6:30-7 p.m.) 

Democratic Presidential aspirants make 
a last-ditch TV appearance (ABC-TV, 
time TBA) 


JULY 11 
At last, the Democratic National Con- 


vention from Memorial Sports Arena, 
Los Angeles. Coverage by the three net- 
works will carry on as long as the poli- 
ticians do. First day business (approxi- 
mately 8-11 p.m.) includes keynote speech 
by Senator Frank Church of Idaho, cer- 
tification of standing committees and 
speeches on questions of national inter- 
est. The main bout—nominations—are 
scheduled to start July 13 at 3 p.m. 


JULY 16 
“The Secret of Freedom,” Archibald 


MacLeish’s provocative drama _ about 
man’s responsibility to his country and 
himself, gets a return engagement (NBC- 
TV, 9:30-10:30 p.m.) 


JULY 17 ; 
The Twentieth Century again traces the 


development of radar—“The Silent Sen- 
tinel” (CBS-TV, 6:30-7 p.m.) 


JULY 18 
“The Innocent Years” (1900-1917) are 


revisited by Project 20 for a look at, 
among other phenomena, New York, the 
automobile, Theodore Roosevelt, the 
rise of factory towns and mixed bathing, 
at public beaches (NBC-TV, 10-11 p.m.) 


JULY 21 
A batch of H. G. Wells tales are the 


substance of The Invisible Man, a new 
series. This week it’s “The Prize’—a 
doctor goes to Scandinavia to receive a 
scientific award and stumbles into a hot- 
bed of international intrigue (CBS-TV, 
7:30-8 p.m.) 

* All times EDT. 































Interview: ped & clidesiman... 


Executive Vice President, Stockton-West-Burkhart Advertising Agency, Cincinnati, 
tells why he selects the WLW-TV and Radio Stations for Hudepohl Beer. 


“You can always look to the 

Crosley Stations for the latest 
accomplishment of true 
significance to the 

broadcasting industry.” 


“This summer the WLW-TV 
Stations are televising 
night baseball in COLOR 
for the first time in 
TV history. Undoubtedly 
color adds tremendously 
to the appeal of the game 
... and to the effectiveness 
of our commercials.” 









“This COLORCASTING of outdoor 
night remotes under normal lighting 
conditions is of real value to TV 
advertisers and gives added weight 
to the already heavy list of other 
WLW-TV's advantages.” 


“The Hudepoh! Brewing Company 

is happy to receive this extra 
programming and commercial 

advantage as one of the WLW-TV sponsors 


of these Cincinnati Reds games.” g oe 


Call your WLW Stations’ Representative... you'll be glad you did! The dynamic WLW Stations... 





WLW-D WLW-C WLW-T WLW-A WLW-I 


Television Television Television Television Television 
Dayton Columbus Cincinnati Atlanta Indianapolis 





Crosley Broadcasting Corporation, a service of Aveo 











Charles 
Ruggles 
.» Follicking 
comedy 


Charles Coburn . 
... tongue-in-cheek rf 
farce 





Harry James } 
... jazz drama ; 


Everett Sloane. .. Western adventure 











BRAND-NEW: 
Out of the thousands of 


SATURDAY EVENING POST 
stories read and loved by millions 
of Americans, ITC now proudly 
brings to television first run, 

for the first time, the 

















Sly 
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The “best” known stars of Broadway and Hollywood appear in stories carefully selected by 
the Editors of the Saturday Evening Post from the works of famed “POST” authors like 
MacKinlay Kantor... James Warner Bellah ... Stephen Vincent Benet... Conrad 
Richter ... Kay Boyle .. . Andrew Tully . . . as ITC adds the dimension of television to 
the finest in popular fiction —— “Best of the Post.” 
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The Michigan Education Association, at their 1960 representa- 
tive assembly, cited WNEM-TV “FOR DISTINGUISHED INTER- 
PRETATION AND COVERAGE OF EDUCATION THROUGH 
NEWS REPORTS, FILMED SERIES, LIVE PUBLIC SERVICE PRO- 
GRAMMING AND NATIONAL NETWORK PRESENTATIONS 
DURING 1959.” 


channel. 5 WNEM-TV 
tho {inst TV station to over 
win this AWARD ! 


. another in a long line of distinguished 
awards and honors bestowed upon WNEM-TV, 
Eastern Michigan’s FIRST VHF STATION. 





“This 1959 School Bell Award was received 
with deep gratitude and appreciation. Please 
join me in sharing this signal honor, and rest 
assured that WNEM-TV will always strive to 
measure up to its responsibilities to our many 4 
associates.” 

Most Sincerely, 

James Gerity, Jr., 

President 

Gerity Broadcasting Corp. 


CHANNEL WN EM-TV 


serving 
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LETTERS 


TV drama season 


SIR: 

I have just finished your feature on the 
“TV Drama Season” in the April issue. 
It was a handsome job of reporting and 
a credit to the industry. I’m mighty 
proud to have been included in this kind 
of appraisal that is desperately needed to 
give encouragement to the handful of 
creative people who are doing more than 
their share of carrying TV’s quality load. 

Congratulations! 

TERRENCE O’FLAHERTY 
Television columnist 
San Francisco Chronicle 
San Francisco, Calif. 


The TV commercial 


SIR: 

I can’t imagine a more difficult (or 
a more dangerous) subject to write about 
than TV commercials. And I can't 
imagine anyone doing it as sanely and 
expertly and entertainingly, month after 
month, as your Beatrice Adams is doing 
it. 

I find her column one of the brightest 
things in your bright magazine 
especially when she garnishes it with bits 
of her cheerful philosophy and wit and 
reminds us, as she does in the May issue, 
that there are still forsythia, jonquils and 
daffodils in the world and that these may 
well be as interesting as TV commercials. 

GEORGE BENNAYAN 

Consultant 

MacLean Advertising Agency, Inc. 
New York, N. Y. 


Useful Data Book 


SIR: 

We find we are unable to locate any 
copies of TELEvIsion Macazine-Data 
Book for 1960 within this office to date. 

Since past experience has proven the 
usefulness of referral to this publication 
by members of the media department, 
could you please arrange to forward four 
copies of the Data Book to this office? 

WILLIAM A. KESSLER 
Media Department 
McCann-Erickson Adv. 
Chicago, III. 


Top 50 in sales growth 
SIR: | 
Help! We need 100 reprints of the 
“Top 50 TV Markets By Growth In Re- 
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tail Sales Dollars” (pgs. 60 & 61) your 
May issue. 
Thanks! For helping all of us in the 
top 50 to tell through the pages of your 
great magazine, what we’ve been trying 
to tell em all along. All the great effort 
your staff put forth to tabulate these take, f 
figures was very well-spent.. Wo, 
CoLONEL CHUCK THOMPSON 
Promotion/Merchandise Manager CHANNEL 
orig THE MOST FORYOUR MONEY 
the Mobile, Alabama 
sa: IN EASTERN MICHIGAN 
and — 
hty a MARCH ARB CONFIRMS WNEM-TV’S DOMI- 
om ao’ ; ’ NANCE IN BAY CITY-SAGINAW-FLINT AREA 
I to Your May issue of TELEVISION MAGa- 
of ZINE was just received and, as usual, is WNEM.-TV is Ist in Eastern Michigan 
han splendid. You have a real fan here. in Homes Reached 
ad. One note however is that under your *ARB Avg. 
listing of television homes, you fail to ne 
Y list our KDsJ-Tv, Channel Five, Lead, WNEML-TV ............----- 59,400 
South Dakota. This station is now op- RitGelicnA ... ......:e. 43,000 
icle erating as a satellite of KRSD-Tv. : ; 
Without having our satellite listed, it Lansing Station A ............ 29,500 
makes us appear “second-rate” to our Lansing Station B............. 15,800 
competitive station while actually we ee : 
cover more TV homes than it does. Saginaw Station A ........... 9,800 
Thank you very much for looking into 
(or this matter. I’m sure someone failed to 
out notice that we recently “took to the air” 
an’t with it. Now! It’s Official! 1960 Census figures, just released, 
and Lis sg i WALROD firmly establishes the city of Flint as Michigan’s second 
aoe" City with a population of 194,940. All surveys prove 
Rapid City, S. D. WNEM.-TV is number one in Flint! 
test 
bits Radio Free Europe 
and SIR: In the SAGINAW 
oe On behalf of our entire organization, BAY CITY 
ne Prana like to express oul *ppt eciation Metro Area, WNEM-TV nearly dantites the 
na) of your highly professional treatment of ‘ : ner 
ials. the story of Radio Free Europe in the audience of its closest competition... 
May issue of TELEVISION MaGaziNE. Your 
approach to the story is both unique and 
Inc. refreshing. 
JOHN M. PATTERSON 
President 
Crusade For Freedom, Inc. “ARB oe OS A AS Fe 
New York, N. Y. Fe ren WNEM-TV’S DOMINANCE IN: 
any io ee aos * Late Night News 
a Introducing a new product Sun.-Sat. ° Syndicated Programming 
ate. sk: WNEM-TV 
the I read with a great deal of interest 52.1 * Quarter-Hour Leadership 
tion your article on “A Marketing Plan For Flint Station A 
ent, Introducing A New Product” in the 30.6 
four November 1959 issue. It mentioned that Saginaw Station A 
er this was the seventh in your series on 11.9 
ER Media Strategy. 
ee It would be greatly appreciated if you 
. would enter a subscription in the name 
of the writer to begin with your first AR EhA-TVYV CHANNEL 
media strategy article, forwarding the 
Mvoice to this office. serving 
F. R. PAYNE | FLINT * SAGINAW ® BAY CITY 
Manager of Media Services | tags tg 
the Cockfield, Brown & Company Ltd. Gz) = Ce%KS 
Re: Toronto, Canada | aay 
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For easier identification, 
the NBC owned radio and 
television stations in New 
York have just changed 
their call letters from 
WRCA-TV, WRCA and 
WRCA-FM to WNBC-TV, 
WNBC and WNBC-FM. 


But their positions on the 
dials remain the same. 
Channel 4 continues to 
bring New Yorkers their 
finest television programs. 
On radio dials, 660 AM and 
97.1 FM continue to win 
listeners with the “Sound 
of the Sixties” twenty-four 
hours a day. And you can 
continue to rely on them 
to do the same effective 
selling job in the nation’s 
number one market! 





CHANNEL 4 NOW WNBC-TV 
660 AM DIAL NOW WNBC 








97.1 FM DIAL NOW WNBC-FM 























General Electric eliminates possible ‘‘blind spots’’ in their national television message by adver- 
tising G.E. Bulbs with spot campaigns in SELECTED markets. The fabulously funny Mr. Magoo 
— featuring the voice of Jim Backus — is the pleasantest TV ad treatment to come along in 
many a year. Here’s an example of how SPOT has gone big time. Successful advertisers like 
G.E. know the power of spots well-placed — know how to capitalize on the unrivalled selectivity, 
exclusivity and productivity of Spot TV. 
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MY DEAR, 
YOU'RE 
RAVISHING 


Produced by U.P.A. Pictures, Inc. for General Electric. 











Buying Patterns of 
Beer and Ale Spot Advertisers 


his month’s tabulation of beer and ale spot TV advertising 
has been expanded to show a breakdown on a regional basis 
in order to reflect schedule variations in alignment with the 
regional nature of this particular product. 

The schedules for each advertiser represent spot activity dur- 
ing the first quarter of 1960 in cities monitored by Broadcast 
Advertisers Reports in the Eastern, Midwestern, Western and 
Southern regions of the United States. 

For each city, the figures below represent a variety of ran- 
domly sampled weeks during January-March 1960. It is im- 








Sign on—6 p.m. 6-11 p.m. 11 p.m.—Sign-off 

EASTERN REGION 
AMERICAN BEER 

Sooo Pn Sali beamaew PE DNS S.dnetadncteteasescnunsun 
ARROW BEER 

Ss 2 sro :9sa.s sia etwia ntelewineinaseuerenve PP is ie eae casenecaseus se 
BALLANTINE BEER AND ALE 

cet a ERE I Ee et ae ert Rey Coe I BR 6:65:46.0:4040080048 

Pe Pi caketanswas 2:60; 1-30 min. per..... 3:60........ 

DER ihirScaicaieu ve wieloneainaaiowen TA PA A ae oo 6050 10:05:00 :5 00:60: 

Harrisburg - Lancaster - 

PN 65s Dloseasaawisciennmwanewseien ip i bbtNardindsstancoens 
ds ARES a ey eRe 2:20; 1:60; 1-30 min. per...........-. 
Tong aiaracieapaceunswe Be ee NE, Sia ow asicenwesecsees 
PICS cisiswicacnacwaeweeumua acon Sates Sar Ws Ns 6.0:950.450404600-08 
EE Cecio iachoawiswnclewinensdacwaleeeu RC Gakescesdebtesnasinhatens enews 
Ee Sa Coe. sSc ac annnedene ewan 
MECN, i355 icon acheive Sewewon 3:10; 1:20; 2:60....... ee 

DLATZ BEER 
Terre dcicsicaisiwictss camer vorennuseoerlinnen 5-5 min. per. . 


HOHLAGER BEER AND ALE 


ERO wislsintelsieineeib «014 a ebvesa 4s owad-ew DM Rg sine eases es aanenwenes 
Harrisburg - Lancaster - 

Rss Kass nace ninatcdewedivams er 
RE i licnaiguhamlioeiiwcieedicns NOs TOO ONG: HOF ie. 6 oi ceccvceeeese 
a ieee Gaid ok vakiiiniaiee Ne ere err er err errr 
cade eck sgcnponemaia wikia PE a on ean nGulaeaeareneaaan 
he dtanicaemtiwmeainiindhien SN. SC issniedssaisnaancsus 
anh aabresiouiceomeonioinece AG Ae con van swrasunaueaucsenn 
BS aii cidictissenamnernencanesicinsre ee eae eae er eer 
ia i aici eennaninesiion Ph Senor are ee 

CRLINGS BLACK LABEL BEER 
Soltimore. 6... oe nee 10:10; 2:20; 5:60;..... 3:10; 4:60... 

SSS 105 x6:6. dierd aie audio a ele oe sie nies Se ik h 004.0040 ka seen ees es 
ee 1:10; 1:60;...... NBO Pads chan cawsaess 2-5 min. per. . 

SE F Basketball Per. o.oo scicccccvvcccccsceseuseccsceevese 
ee 1:20; 6:60....... 2:20; 1:60; 1-30 min. per. .........00- 





REPORT ON SPOT 


portant to note that the recording weeks for the markets differ. 
It is therefore not valid to make any inter-city comparisons, 
but rather only intra-city comparisons among the brands. 
Here is a theoretical! example of how the table should be read: 





SCHLITZ Sign-on-6 p.m. 6-11 pm. After 11 p.m. 
Chicago 2:10; 6:60 3-30 min. per. 


In Chicago, Schlitz ran two 10-second and six 60-second an- 
nouncements before 6 p.m., three 30-minute periods between 
6-11 p.m. and nothing in the time period after 11 p.m. 





Sign on—6 p.m. 6-11 p.m. 11 p.m.— Sign-off 
Harrisburg - Lancaster - 

PNG dAcetenacasunersnnseeeeoes 9:20; 5:60; 1-30 min. per. 6:60........ 
PNG Gs senses ae~nesaneuegesasuns PGi vis4sse cade eedesseunaunaeees 
IN icssn4sa0sesn scene sereeeewe PEE Weasows sien eskaedeeenantenas 
Washington......... Se og er 2:20; 

[cae WRENS AGEs A baa Neen er End aa whee ban ebanenee 1-5 min. per.. 

CARLINGS RED CAP ALE 
CN vss vncceacnn 6:20; 8:60....... oe ee Pew eewen 
CINC! BEER 
Is 49:0606445 6069 0d8O REO SECR CONS Ss VF CR BOS on sas iveccsceses 
(SSS ATSG CME RETTEH OORT RE ATOR O ON Se ON, Divs wey sessaseenesoeene 
CONGRESS BEER 
ere ee a 5:20; 3:60... 
DOW ALE ANP KINGS BEER 
MGs dosGdawseccesnesscadacnhoaus 1-30 min. POh.z...cccece 1-60 min. per. 
its thts teem e asad eaeSese Pee IN Bie 6 655s hscensanseneetes 
DUQUESNE BEER AND SILVER TOP ALE 
Pa siksossineseuensseeenaeeen Nsty 5-10 GIA, GOT... vc covecsnevcces 
ESSLINGER BEER 
PRES 9.04.044 604 s0"eseswesenssen BF I 6 inc o569666n00eeensee 
FORT PITT BEER 
PE Piss onshaneadeeunesdakeuwe Dt 4udecdasduuewens 1:10; 8:60... 
FRANKENMUTH BEER AND ALE 
NN 6 5 09499444000 95400400094900008 er 2:10; 4:60 
GENESEE BEER AND ALE 
Ps 6 i040000 00-09 1-30 min. per... .. 1:60; 1-30 min. per... ........0eeeeee 
a ee BOs Fe ON DOG ii x8 oicnecceenesee 
GUNTHER BEER 
errr RAG OLN 4565 Nie wdeneesdinseneenenensssees 
WN sibs ce aranaenenesenonanee 1-30 min. per... .cccces BIOs 60sc000 
HAFFENREFFER BEER AND ALE 
EE near SetO; BOs 055400 2:10; 2-10 min. per..... 3:10........ 
IRON CITY BEER 
Harrisburg - Lancaster - 
sia wenkeaieaeeeecwkenueue 3:20; 1:30; 1:60; Seem e weer eereeeenes 
(Tees SEAGSS NSD ee GAELS RREN OS eee OE Wiss 00:35 stan Seesduaeees 


To page 25 
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HERE THEY COME! 


Quick on their feet, quicker on the 
audience draw...the most excitement-charged 
team of private eyes ever assigned 
to catch the public fancy! It’s CBS Films’ 


i, /3 BROTHERS BRANNAGAN 


Starring Steve Dunne and Mark Roberts in 39 
all-new, all-action half-hours filmed on 
location in scenery-rich Arizona and California. 
) Reserve your sales area now 


FROM CBS FILMS 


“<,..THE BEST FILM PROGRAMS FOR ALL STATIONS”’ 
OFFICES IN NEW YORK, CHICAGO, LOS ANGELES, 
DETROIT, SAN FRANCISCO, BOSTON, DALLAS, ATLANTA, 
; ST. LOUIS. IN CANADA: S.W. CALDWELL, LTD. 





Five years and « 
1,250 telecasts later, 
this program is still unsold 









(That’s the way we want it.) 


OME PROGRAMS become “public service’”’ be- 
cause they can’t be sold. Others become 
salable because they render genuine serv- 

ice. WISH-TV’s Farm & Home Program is in the 
latter category. Because commercial sponsorship 
might create problems for its participants, the 
program is “sold” only to its audience. 

Since 1955, for five days a week from 1:15 to 
1:30 p.m., the Marion County Agricultural 
Agent, or the County Home Economist, or 
faculty members of Purdue’s agricultural exten- 
sion service, or assorted combinations of agents, 
economists, professors and 4-H Clubbers, have 
gathered at WISH-TV to inform and entertain an 
impressive—and impressed—audience (38.4 share 
in an important 4-station metropolitan market). 















SS 
<= 
he a es 














eo Soar 





























What goes on? A turf prof. has held forth on 
improving the breed—of turf. Flower-arranging 
produced many requests for instructions—and 
the station never smelled so good. Cookie deco- 
rating sat well with our audience (1,500 requests) 
and staff (57 cookies demolished). The work of 
county agents, Purdue University extension serv- 
ices, 4-H clubs and other organizations, is 
widely publicized. Without stars, without arti- 
fice, the Farm & Home Program is wholesome, 
straightforward—and deep in the affection of 
its viewers. 

The program serves. That’s the Corinthian 
key to good community relations. We suggest that 
viewer confidence so built may help establish a 
receptive atmosphere for ourclients’ commercials. 


Responsibility in Broadcasting 


FHE GORINTHLIAY 








KOTV 
TuLsA (H-R) 


KHOU-TV 
HOUSTON (cBS-Tv Spot Sales) 


KXTV 
SACRAMENTO ( H-R) 


WANE-TV 
Fort WAYNE (H-R) 


WISH-TV 
INDIANAPOLIS (H-R) 


©@0O@O Oo © 


WANE-AM 
Fort WAYNE (H-R) 


WISH-AM 
INDIANAPOLIS ( H-R) 


sting 
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IRON CITY BEER continued 


ONG 5 05-6hce wes 1-10 min. per..... 4-15 min. per.z.....ccccccccececccece 
oe ervccccccccccccc ccc cecccececcces 1:30 min, per... ...scccccccccececece 
IROQUOIS INDIAN HEAD BEER AND ALE 
er SEs tosnn teveee 3:10; 1:20; 2:60...... - 4:10; 7:60... 
KNICKERBOCKER BEER 
Be inintcnseeenses59se54GGnssn00nss 1-30 min. per.......-+e+05 stensewows ° 
Ey kco nine eknet bees outoaxe 1-30 min, per... ..cccccccecccccce eee 


LABATT BEER AND ALE 
Disisg unico 0seane kuskaseauneunace 4:20; 2-30 min. per..... 1-40 min. per.; 
anew SdSAEAOUGARDANDHNTETS CUAS SEER SS EERO a eke kas. See 


MILLER HIGH LIFE BEER 
Dis snscsesasc WpNEN 564004554 uAdn es be bweeee rene seeneuseessenseeess 


MOLSON CROWN AND ANCHOR BEER AND ALE 


BD 2 ascsd sn sb esreneacasneeens ees 6:10; 2:20; 2-30 min. per. 1-45 min. per. 
NARRAGANSETT BEER AND CROFT ALE 

De ehapuscesaeesw bene tusesenseees Ds saee ine ndseccies ee Pee 

Po anwcthncnnkesdewddeseansdos UU Ds THRO. 0200600056 3:10; 3:20... 

PIORag ccna cencnwesueneusseee ees a 6444056504 0006eeneneseeers oon 


NATIONAL BEER 
Dcch ss cn adeanedinaenee ese ewas 21:10; 4:60; 1-30 min. per. 7:60........ 
Harrisburg - Lancaster - 


eins auc ssebinnsesebnnseneaes 1-30 MIN. POF. sc ccccccccccsccccesves 
PE cctawesCuraeoueeeund vena Di i es6sesrseasuenss WIG. cccceoe 
Washington......... Pe aNaeinesave 11:10; 2:60; 5-5 min. per.;. 3:10; 2:60... 
ee Ter ee eT 1-30 min. per... .ccccccccccccccccccs 
O'KEEFE BEER AND ALE 
I ine e Gear cennchwuwenwieneemies 10:20; 2-30 min. per..... 1:60........ 
OLD STOCK BEER AND ALE 
PGS cicenskweehenanses en eee iF: Pere rrrrrrrrerr rrr Tre rr tt 
ORTLIEB BEER 
yo eee rr i coves VSO Min, POKic ccccccccccccce eecccece 
PABST BEER & OLD TANKARD ALE 
incense eevknsanaoweenseees § MS RSs Anaedenneeeewasesenneseuas 
PIELS BEER 
Harrisburg - Lancaster - 
PN 4:564565 aed easkeanesersceeu 17:10; 3:60; 3-10 min. per. 6:60........ 
FUN 6 565s candncanseosnsuneucanen 2-10 min. per... ..+.00- 2BOs.ccccee 
Pe eT eT TE eT Tee EC eee . 5-5 min. per.. 
PS NS Cn cnccnegenwsewensaeseawene 1:10; 3:60; 3-10 min. per.; 2:60; 
(NIM DENEN eR Ne Sew eee weekes 1-11 min. per.;..........2-5 min. per.. 
KNEAD NGS ERE SSAA ONS EA Sw 2218 GIA. POFee cccccccccecesveeeseee 
Philadelphia......... Dives sesrsnse 1:10; 3:60; 5-5 min. per..10:60........ 
EEC ee TET TORTS OTT Cre 3-10 min. per... .....++ 2:60. cccccee 
PILSNER LAGER BEER 
ERC ee ee eT OO ee eee eT 
READING PREMIUM BEER 
Harrisburg - Lancaster - 
Nes anne nes eenshewnenee sen e< Di WHR: BOE sé 0'5.0:000:40600055469:000% 
RHEINGOLD BEER 
isnsas05+2 sod eepeenteneensase eo | PPPTPTTT TTT ree 
DGB. 60000600008 PEPE ow hb swsww ons 6esenens eens eet seuseedenveuneenee 
RUPPERT BEER AND ALE 
PN ah cine eos eeneeeséneeuseeese See OR ERs vse er cssecaswenseess 
SCHAEFER BEER 
PB 056-00 550-59 00% PEGS Swann ses oeeeR Rede cewesseneees een eeee sane 
PS a vi05saseenseunneuesduseess Geme Fi Ris 6 ininonsssénsuvesens<s 
I PEs os éinsicnscs Bi tkanwerteane De ateanascssnesnaee BO. simases 
Syracuse... cccccccccccccccccsccvcvcces BID 6 05005009 4000600500ens0negsens 


SCHLITZ BEER 
Harrisburg - Lancaster - 
LeODONON. <.2cccces ROSS tsawacnnes 2:10; 7:60; 3-10 min. per. 1:60........ 
To next page 
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REPORT ON SPOT continued 
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11 p.m.—Sign-off 
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sburg - Lancaster - 


SIMON BEER AND OLD ABBEY ALE 


butt 


STEGMAIERS BEER 
larrisburg - Lancaster - 


STONEY BEER 


UTICA CLUB BEER AND ALE 


MIDWESTERN REGION 
ALPS BRAU BEER 





BURGER BEER 


yt 


BUCKEYE BEER 





SCHMIDT OF PHILADELPHIA BEER AND TIGER HEAD ALE 


Rn ree eis :é cvinsidiorsroncs 20:20; 3-10 min. per.;.... 5:60 


4:20; 6:60; 1-5 min. per.; 9:60; 


NOs eee er ewer eer erereseeesecceeses DIVsecercccecseceseses 


LEDOMON. cer eeecr severe seceseeseces 


ee 


NIG Wie) £456 ayk-Wrdrw eter kdniaraiereee es erereinewls 5:20; 9:60; 1-5 min. per.. 


VALLEY FORGE BEER AND RAMS HEAD ALE 


Tere eee ee ee ee 


ee 
er 


ee 


ay 


ee 


ee 


Fe COME 9 6: 4-6. 0:0:9:0 05.0 6001660007 


2:10; 3-5 min. per. 
6:60; 6-10 min. per. 
2-20; 3-5 min. per. 


GIGNGPONS. ccc cccescccccccecsecscese 
insing - Flint - Bay City. .......seeceeeee 


eo Ce eee eee ere ereereereeee 
ee 
ee eee e meee eee eeeeeeeee 


eee ee ee 


10:20; 9:60; 1-30 min. per.. 


7:10; 4:20; 1-30 min. per 
2:10; 4:20; 1:60........ 


MINAT. we ce reese cesecereseceseceee 


DIUMBUS . coc cccccccccccre cece cecceee 
i nhebatir ca cegememaaee ae wacele 8:10; 6:20; 1-30 min. per. 1:10; 4:60... 
3:10; 1-30 min. per. 


NING =< PION OSEON 6: 6:0:6 ses ose cewieccme 


Teer eee ee) 


rere: dda assa oa ea nee were eicee 
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CARLINGS BLACK LABEL BEER 


CIN ocavesie Coie wcewegos sen gee seue FO IOP is 5.6.00 5 00 50e ss sev mmeses 
CIGONE 0.5.6 6.0000 ERM acs: eceraorerore.ecore Poe RCI has csinv-twmcwcnueeccse 
CID 5 o\4 cieisseivieiele.dueicerrenie eweree were WN at intcreis te lers waren o'e1g'4.6s nieve amranicd 
NN ie. 010 Gicien ois ners vinisWbiereioreetesinet Nee WN 0i6 0 60.06.0080 sc8enenwasins 
SINE. Wo :s 19s aicwiovsiers Oo ecceresininierseis 17:10; 1:20; 1:60....... | 
ER ne ee ee ee rr ee err 3-10 min. per, 
FR. WEYNG so... s ccccvecccescsicesieseeeee Fe Rs a. 08:40 owremeeeroncecace 
NINN. 6 cigie cco son cd oes eee eiceniels DE PEE anne sat eeawaeiagesiod 
Lansing - Flint - Bay City... ..ccccesesecs 2-30 WIDOT is oscc sens 3-5 min. per.;, 
Ee re OR ee ee ee 2-10 min. per. 
BOR NE SENET 66.50 000 we ee eueneces I Be I IE oo: 60:0 9:00 86 es aves 
Sid niestesala Sobral Whatew ints ek ome ecateenTiG wae Fe ON i cliniase ercsisiswinieeinedodes 
DUR iiacd a0.01s poe. sive ona ceem cee aoee BN wirccais paler asses cwewaielnewinsrees 
WEED ase inane oh ocirrethetussngos 3:10; 2:20; 1-30 min. per... .....ceeseee 
DREWRY’S BEER AND ALE 
IDs: sid :giv iain o olecosiare a rsrerpry aioeiareareleie 1360; 1-30 TAM. (POF. + 00:00. 6eseccsscese 
Pee er PE 65h ns aaron oeu naleaicnens 
coro ocasocyi ats a op s.sin.siSn0 ba wretesalele Bee I Oe hin cic seesicmoseenndanes 
Evansville - Henderson. .....-+eseeeeeees NE ccsinwied a eiened< ween aenngensks 
Fort Wayne........-- ROO es 0:6. i seco wens Pee UN i 4. 6:4:6.0:0.ws 000-00 sesenenee 
IIE 06 ooo winivin se eeipeioas-arinereioan BOO sg 1-30 WIR: POT 0.0.6c-0cc0seceesies 
Lansing - Flint - Bay City........eeeeeeeee Ses <scbeen se reancecanenns 
Seett DUN ONGR < 6:5:0.0.6. 50% eos eee eie 1:60; 1-30 min. per..... 1:60........ 
De aicrenodenresivwauaeuwesaeeevaaqes Pee Oars wie cine cweaaseenaowan 
DUQUESNE BEER AND SILVER TOP ALE 
INE 665.0. 60 vcsbiareie-c-erecge ay eevee a eiereys DAT iis 40s eweweuausnnewees 
E & B BEER 
SNORE ra cuca coho-cc-6-n< 6 We: ieo-0pa sae wie tan va serene aia vatanelorev win roveiistaretmssvelara te @iaies me eee 
FALLS CITY BEER 
Evansville - Henderson.. 1:20.........0% es Os is i500 vie ween ees 
Indianapolis......... 1 basketball per.. .16:10; 4:20; 2:60....... BIGO scccceve 
FALSTAFF BEER 
DBR NOIR 6 sidnccesccckssdicnisoessiesaens VeSO WM. BOR isc d0.0 0005s cvcesisecsves 
Evansville - Henderson... ...-++eeeeeeees V=BO WANE: BOF. 6:60:90. s:0.6 c:0s:00000%8 seine 
Fort Wayne........- 2 basketball per... 1-30 min. per... 1.2... eee eee eeeeees 
ee ee 7:20; 1-30 min. per... 2-2. -seeececees 
DENIS SIU 65:5 050 0:0 510 se ewe nese wisiersisisie SAGO WA PORii occ ccccccecsecesassces 
sd eiee tana thahavnra Ca latnietele aia nih Stas pte sreibie eaiarsXe DO NS BOF iso 6:60:00 5000 ceecevesese 
Lansing - Flint - Bay City. ......--seeeeees 2:60; 2-30 min. per... .....eeeeeeeeee 
IR ocinvgsclateve'enlere 42:10; 1:20; 1:60. 4:10; 8:20; 8-10 min. per.; 1:10......++ 
psa seiasaocracechte din iste ulevaieve Ve Tere ee Naa NED Va1OS WIA: DOF iia 0 <.0:0.0:0.0.00:0.0:600909908 
FEHRS BEER AND ALE 
NNCISGINCHIIIEG 5.6.6. 6:06:06: 0:65:10: 4.6:416.0:5:6/0'3 4410 wie 0/00 0:00 0-810 eS OS eee Cee 1-20 min. per 
GAMBRINUS BEER 
COMMNBUS 0:00 0:00: 90 WAGs sowesusees PIO isi sisie edie oss neat 4.10... eeeee 
GRAIN BELT BEER 
Minneapolis. ......-cccccccccscccccvce 1:10; 8:20; 4:60...... © BBD ..000190%¢ 
HAMM’S BEER 
CHEHEB Ss 6:0:0:50000000 1:60; 1 hockey per. 2:60; 3-5 min. per...... 3:60. ...000 
Des Moines......---+ BD sae cscmmee se WN sie tcews meverbeeis 3:30....+0+ 
aS CII << 0s. 0.0 cnsectwaeewinesicaisas 1:20; 3:60; 1-10 min. per... .. +--+ e+e" 
IR 5c .0. cies wcce ce ea cea onmes TG Te 0 0600000005 1:10;..00008 
Siateee one iww obra Slee eCleremlOee Tae ea eee Ree RIT arte wee RS weer dersi 1-5 min. per. 
Minneapolis.......-- 3:20; 4:60....... 3:20; 6:60; 1-30 min. per. 3:30...++++ 
HAUENSTEIN BEER 
Minneapolis. ......-ccecceccesccsceccces Se CTA I rT ace oo 
HEILEMAN OLD STYLE LAGER BEER 
CCR GO s 6 osc cccccccccovesicesvieseescowe 1:60; 1-30 min. per... .---+-eeer0"* 
Fe Ee Eee ee Ds eink dsm cawcce-c ere sv orem 
HUDEPOHL BEER 
CME hoc sncwewn Vi ci ccecnieoceeee 1:60; 1-30 min. per.....----ee000"" 
Ria Rieiemrereiws sigahie a 1 basketball per... ...ccccccccccccccvesccccccsrrsrrre® 
Dayton. ...ccccccece 2:30; 2:40; 1:60..... 2-10 min. peri... ccccccccceoerr’® 
Indianapolis. .......cccccccccccccecccecs T2SO WWE <0)s:c:i5'00-0-c1c0eoort 
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DON’T BE A 
DROOPERT 












DON’T BE A DROOPERT is now the safety slogan in the 
Cleveland market. Introduced as an animated TV symbol of 
channel 8’s on-the-air public service campaign, the cartoon 
character of Droopert immediately became synonymous 
with traffic hazard. Cleveland city officials quickly adopted 
Droopert. Now, he has been stenciled on sidewalks of Cleve- 
land’s busy intersections. That’s impact—action and influence. 
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YOU KNOW WHERE YOU'RE GOING WITH CBS CLEVELAND 


A STORER STATION - REPRESENTED BY THE KATZ AGENCY 
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This coveted Animal Agriculture Award was presented to KWTV’s 
Farm Director Wayne Liles at the 52nd Annual Convention of the 
American Feed Manufacturers Association in Chicago. 


The basis for judging KW TV's Wayne Liles the National Winner, 
is set by the Association as follows: 


1.Interest and ability to hold the farmers’ attention, convey the 
latest information and stimulate constructive action. 


2. Encourage most economical production of livestock and poultry 
of highest quality, fitting best into market demands. 


3. Good balance between management, nutrition, breeding, animal 
health, labor saving, finance, marketing, consumer education, 
and youth activities. 





4.Participation in field days, tours, contests, special promotions 
and assistance in animal agriculture activities. } 


5.Results from the above activities in terms of special develop- 
ments. 


Morning News and Farm Markets ) 
7:30 to 7:45 A.M., Monday through Friday—News of rural 
interest with livestock reports direct from Oklahoma 
City stockyards.. Also grain and poultry markets. 
KWTV Farm Farm News and Markets 
12:15 to 12:30 P.M., Monday through Friday—Farm news 


Programming with daily film reports on livestock quotations, with 
owners name and address, class and grade of stock, 

weights, prices, and name of purchasers. Cattle 

4 State’s 


Saturday Farm Show Pa 
12:30 P.M., Saturday—The emphasis is on state farm youth haa 


bee in fact, activities in 4-H, FFA and FHA. jr 
KWTV’s Farm Director Wayne Liles 


is 1959 National Winner 
OKLAHOMA CITY 
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of the Animal Agriculture Award 
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| | Al - 
Kwry~@ “ST FARM REPORTER 
70,000 miles are covered each year by 

the KWTV Farm Reporters. Here Farm 
Director Wayne Liles shoots field sound- 
on-film from atop one of the farm station 
wagons specially equipped for complete 
mobile operation. 





Farm youth accomplishments are contin- 
vally spotlighted by KWTV. Associate Farm 
Director Jim Hedrick (second from left) 
interviews Grand Champion lamb owner 
at livestock show, as purchaser and Okla- 
homa Governor Edmondson (far right) 


news 
with : 
stock, ye - : 
Cattle is Oklahoma's major product in the 
state’s No. 1 industry—Agriculture. Live- 
stock reporter Bill Hare shoots film for the 
video portion of KWTV’s daily market 
report. Hare reports audio portion direct 
from the stockyards. 


Cover the KWTV 
54-County Community from 
Ie TOWER with SALESpower 

ta Oklahoma / 


EDGAR T. BELL, General Manager 
JACK DeLIER, Sales Manager 


youth 






Represented hy 


The Original Station Representative 






















RADIO WRAP-UP 


A Monthly Review 
of the Radio Industry 


The Radio Advertising Bureau's re- 
cently announced five-year plan to ex- 
pand operations and double its budget 
promises a raft of new and enlarged serv- 
ices. 

A development department is being 
set up to provide new supplementary 
services that will be available to mem- 
bers upon request at out-of-pocket costs. 
Such services currently under considera- 
tion include a school for radio salesmen, 
direct mail campaigns and slide presen- 
tations tailor-made for individual sta- 
tions, comprehensive sales plans for spe- 
cial events. 

Another new project, the RAB station 
management information service, has 
been doubled in scope even before it 
starts. Two monthly reports-in-depth on 
various station management subjects, in- 
stead of the previously announced one, 
will be forthcoming when the service 
gets under way next month. 

Expansion of existing services is also 
on the RAB schedule. Twelve presenta- 
tions aimed at important national ad- 
vertiser categories—including brewing, 
bread, tires, candy and airlines—have 
been or soon will be completed. In addi- 
tion, work has begun on 12 presentations 
to specific retailer groups, e.g., hardware 
stores, movie theatres, laundries, televis- 
ion repair stores and boat dealers. 

The RAB plan projects a $2,200,000 
annual operating budget by 1965, double 
the current $1,100,000 figure. A $500,- 
000 annual increase from dues revenue is 
anticipated, with membership targeted 
to grow from the present 1,200 to 1,900 
in five years. Additional income at the 
rate of $650,000 annually is expected in 
five years from the expanded supple- 
mentary services to be offered by the 
new development department. 


News makes news 
While much is being said about tele- 
vision’s role in public service, radio is 
more than holding its own as a news 
medium, according to a study conducted 
by the National Association of Broad- 
casters among member stations. 
The typical station, reports the NAB, 
To next page 
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Earning audience respect is the 
surest method of earning audi- 
ence response. This principle has 
KOIN-TV well in 


taining its role as one of the 


served main- 
nation’s truly influential adver- 
tising media. 

KOIN-TV standards reflect its 
attitude of service toward its au- 
dierice, its clients and its indus- 
try. KOIN-TV has always adhered 
strictly to the Television Code of 
the NAB. As senior advertising 
agency principals know well, this 
strong sense of propriety and 
responsibility has characterized 
the KOIN operation for 35 years 





Confidence in KO!IN-TV thorough- 
ly covers a wide area* cand pro- 
duces the highest ratings . . . pro- 
viding the finest sales setting for 
your product and services. 


KOIN-||\V 


PORTLAND CHANNEL 6 





One of the Nation's Great INFLUENCE Stations 

Represented Nationally by CBS-TV Spot Sales 
*7 of every 10 homes in Portland and 32 sur- 
rounding Oregon and Washington counties. 
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_) WITHIN A STONE’S THROW 
BJ OF COMMUNICATIONS ROW! 


One of New York's 
most desirable locations 


MADISON AVENUE 
AT S2nd STREET 


je 








HOTEL 


Just steps from anywhere... 
now with 500 individually deco- 
rated rooms and suites — and 
completely air conditioned. 





The magnificent new 


KBARBERRY 


17 E. 52 St. 
Your rendezvous for dining 
deliberately and well... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 


. PLAZA 3-5800 ¢ TWX: NY 1-138 








RADIO WRAP-UP from page 29 


devotes almost three hours a day to 
news, and nearly three-fourths of all 
radio news programming is locally pro- 
duced. To put it another way, the typi- 
cal station today is carrying about 100 
hours of locally pregrammed material 
each week (a gain of 22 hours since 
1953 when the NAB last surveyed the 
situation) and one hour out of every 
seven of this total local output is given 
to news. Furthermore, the amount of 
network hews programs carried by sta- 
tions has doubled since 1953. 

Although stations are charging more 
for their news shows, few find them more 
profitable than other types of program- 
ming because of the high production 
costs, the NAB survey reveals. But, news 


programs are found easier to sell than 
other shows by 70°, of small stations 
(250 w or less), 67% of medium stations 
(250 w to 5 kw) and 57% of large sta. 
tions (10 to 50 kw). 

About 70% of locally originated news 
shows are sponsored today, a slight de- 
cline from 1953, and approximately two- 
thirds of network newscasts have spon- 
sors, about the same amount as seven 
years ago. Eighty-one per cent of the 
large stations, 91°, of medium stations 
and 89°¢ of small stations reported they 
found that scheduling news programs at 
the same times of day over the years has 
attracted long-term sponsorship for in- 
dividual shows. 

Station newsrooms are better equipped 

To page 136 


NETWORK RADIO’S LEADING ADVERTISERS 
Based on Four Weeks Ending May 8, 1960 
HOME BROADCASTS 


Rank Advertiser 
Desapetsnen crested PORSCOE GCO., .55i506swices 
/ Eee Electric Autolite Co. ......... 
Wir Hacnivcc womens Ramat, TBs. Neccarsus meses 
Dds ouie oan nckvcet R. J. Reynolds Tobacco .... 
Oe te btoieey tar chteheee oe | 
Wicke\ensisavorsis ane bareormre' = Automotive-Amer. Motors 
RON Are CREST CS, Aer. Rete SH denice chases 
| Phin Ssaa bnreee senator Me WN ioc een cies 
eT a 5, ee 
H [ERNE ee Pp Sanur General Milis, Inc. ........ 
| PASS Scie wate saa Wagner Electric Corp. ...... 
LORE REP eT Curtis Publishing Co. ....... 
Wireree niece ere Sylvania Electric Prod. ..... 
Wes creeewee arate Sunsweet Growers, Inc. .... 
MesoWest Soiree A. €.. Staley Mig. Co. ...... 





Total Home 
No. of Broadcasts Delivered 

Broadcasts (090) 

provers Ripa eaaeecente TE 
Ue snaereme dake | Oe 
Sraigiaiare eivia caeaele PE ef 
es eidlaka kereiemcntots EE 
ee ee Misa cnsiacavss ee 
DPT Oe rene DOE 
Soe clin ease aioe WE iia cacesnetenenns ee 
reo Meeeeuer es |. MOI 
SSG epee mee 
Noitiomircemay aoe Wiis. cisrale soidie-ove-eleviele s OOP 
SeiGieaenromas seis cotinecasse a ee 
phew Wel eace pare were OT EE 
es teers EE 
as enaleeiee a ratea Diicawon ewaocedesn eee 
Sowa vaessrents DP ekenadies cds ar 


COMMERCIAL MINUTES 


Total Commercial 


No. Commercial Minutes Delivered 





Rank Advertiser _ Minutes Aired (000) 
Wee awitodie were EN NR. eter ec saweuaenaeraiers ___ SRE Sorte rye verre Se 82,752 
Re testa Senne oN Electric DMO CO. oii dactesasswocsenreecs We ccc veatweneee ss 81,849 
| Me ye ence aaa PRN WAR. kg oSs.co a kasiccainee seeps nas 551i is alg eiwoee 73,287 
Ee eae e MRM MS noise cu Suc a atontensaon ere 69,017 
Ben soancoiesate Ri 2: Revnees TOWSCCD. 6.5: s.ccsieiesiwnoos PO A srccaiicn cde teniens 64,784 
aa aera Se he Wile Dic Gi cc ossoiinedesives <I eee ee 47,133 
Dip cgrba eine serelerei crane Canora? PAK, We eeivsiccincg ewes scence WO icc esshaos soamee 47,041 
| Rs ceca nella vines esis Cts RODUINNIR CO, Sssodicsxntvicsnrodsmaees _ SRR PEeeeet re 45,786 
| Bek teleaeenauaaes Me MIMS au tok oara bios ulead Sen woReanae wien eles cdonwevar 43,482 
| SSeS ene iS NNR eee aleicK Anemone vee eae Be saeten ams aeons 37,933 
1 RR PRE POE «: Svivenia Eleeivic PFIOd. .nciscscccsssetccess Prisco eiarsetietecuswialons 34,904 
| |e ee Ee RSA Wagner ‘Elecivic Corp. «icici cc cisc ss see RD Se erie Para 34,332 
| Neve cance sees Chevedliaten, MGIOES  oi6iscccscsiceianssqess DR carocvausewsiowies 34,129 
| ed Sen ne Oldsmobile-Gen. Motors ........ccecceccces ME ride ha doo ack Cekeoen 33,913 
Beers eaten Searing ONOE, UNG, <a sisrnscswsloccceswosese Wi chccbaucstniees 33,602 
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Radio stations today face the most demanding challenges in the 
medium’s history. The challenge to program right. The challenge 
to sell right. The challenge to keep radio a respectable, respected 
member of the family of mass communication media. 


This company has a commanding confidence in the men who manage radio 
stations to meet these demanding challenges. But the time is now. And the 
requirement is serious, sound individual activity. 


Destiny doesn’t creep. It gallops. And radio’s destiny is today. If you are respon- 
sible for the future of a radio station anywhere, we urge you to set firm, right 
program policies ... concerning entertainment, news, public service. We urge 
you to set firm, right selling policies. And we urge you to stick to both of these 
...until your program policies establish your station as an important part of 
your community... until your rate policies are respected among media. 
But start today. 


AVERY- KN Oo D EL National Sales Representatives 


INCORPORATED 


NEW YORK ATLANTA DALLAS DETROIT SAN FRANCISCO LOS ANGELES CHICAGO 
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andl these are We fine Selevison Chtelions 
antl Wark We 7S: 


EAST, SOUTHEAST CHANNEL PRIMARY 


WW4J-TV Detroit 4 NBC 
WPIX New York 11 IND 
WTTG Washington 5 IND 
WwCSC-TV Charleston, S. C. 5 CBS 
Charieston—Huntington, 
WCHS-TV Ashland 8 ABC 
WIS-TV Columbia, S. C. 10 NBC 
Greenville, Asheville, 
WLOS-TV Spartanburg 13 ABC 
WFGA-TV Jacksonville 12 NBC 
WTvJ Miami 4 CBS 
WSFA-TV Montgomery 12 NBC-ABC 
WSIX-TV Nashville 8 ABC 
WDBJ-TV Roanoke 7 CBS 
Gi 
MIDWEST, SOUTHWEST 
WHO-TV Des Moines 13 NBC 
WwOC-TV Davenport—Rock Island 6 NBC Ni 
WDSM-TV Duluth—Superior 6 NBC-ABC ia 
WDAY-TV Fargo 6 NBC-ABC h 

KMBC-TV Kansas City 9 ABC ” 

WISC-TV Madison, Wisc. 3 CBS the 

WCCO-TV Minneapolis—St. Paul 4 CBS ( 

WMBD-TV Peoria 31 CBS por 

KPLR-TV St. Louis 11 IND “W 

KARD-TV Wichita 3 NBC see 

KFDM-TV Beaumont 6 CBS 

KRIS-TV Corpus Christi 6 NBC Req 

WBAP-TV Fort Worth—Dallas 5 NBC 7 

KENS-TV San Antonio 5 CBS do 

ceni 

MOUNTAIN AND WEST peo 

ter 

KBAK-TV Bakersfield 29 CBS i. 
KBOI-TV Boise 2 CBS vid 
KBTV Denver 9 ABC bins 
KGMB-TV Honolulu 9 CBS “9 
KMAU-KHBC-TV Hawaii min 
KTLA Los Angeles 5 IND trad 
KRON-TV San Francisco 4 NBC mer 
KIRO-TV Seattle—Tacoma 7 CBs A 
L 
figu 
. . * on 
Pioneer Station Representatives Since 1932 _ 
: l. 
a diffe 
P ETERS, G RIFFIN, W OODWARD, we. = 
Tell 
NEW YORK CHICAGO DETROIT HOLLYWOOD BOSTON look 


for ( 
are 1 


ATLANTA DALLAS FT. WORTH SAN FRANCISCO ST. LOUIS 

















By Gene Godt, President, BPA 


PROMOTION 


A 
PLUG FOR 
TOGETHERNESS 


Give us more information about the sales objectives of the product we’re supposed to promote 


M7 many years ago—about the time of the Brinkley 
goat gland promotion—I wrote editorials for a high 
school newspaper in Arkansas. Boy, they were biting and 
hard-hitting. Powerful! I found some clippings of them 
the other night. Wow! 

One starts out like this: ““There is still not enough sup- 
port for the basketball team.” And then it adds, sternly: 
“We carried an editorial about this last week, but nobody 
seems to be doing anything about it yet.” 


Requests for merchandising help still standard 


Things really haven’t changed much. Nobody seems to 
do anything about several good suggestions I’ve read re- 
cently about bringing advertisers and broadcast promotion 
people closer together to make broadcasting buys work bet- 
ter for both sides—particularly in the area of merchandis- 
ing. We still get the mimeographed letters asking for “really 
strong merchandising,” and we still get the “merchandising 
kits” containing a glossy photograph of the product plus 
mimeographed “sample copy.” We still get requests for 
trade calls, and point of sale material, and news story place- 
ment, and window displays, etc. etc. 

And we're still far apart. 

Let’s do something about it. Let’s take a new perspective, 
figure out some ideas we can work with, and then work 
on them together. The key word: together. Like this, for 
example. 

l. Take us into your confidence. Tell us what is new or 
different or better about your product, so we can use our 
existing merchandising services with intelligence and effect. 
Tell us something of your marketing strategy: Are you 
looking for sales first of all, or are you primarily pushing 
for expanded. distribution? Whom—among your dealers— 
are you working with most successfully? Can you show me 


an idea some other station is using which has been particu- 
larly effective? Maybe we can translate it into terms of our 
own market, and throw another natural for you. 

2. If we agree mailing is a good idea, and you want to 
supply a list for us, let’s figure out if your list is better than 
mine. I keep mine as live as possible. Do you? 

3. Let’s keep your local representatives involved. I will. 
Will you? 

Most promotion people are extremely conscious of your 
rights and powers in our relationship. We figure you have 
not only the right but the duty to look us straight in the 
eye and ask such questions as “Can you sell my product and 
do it with economy? Can you suggest good additional ways 
for efficient use of your abilities and knowledge of the local 
situation to make my purchase of your facilities do its sales 
job better? And do you have additional aids which will 
help me sell more of the product?”. 


Need information about marketing goals 


Now look at it from the point of view of the promo- 
tion manager, whose first responsibility is to his station. 
Wouldn’t he help you better if he knew something of your 
particular merchandising and marketing objectives? And 
can anyone explain these better than you? Can you honestly 
expect any promotion manager to do more to aid sales of 
your product than you do? Our responsibility to a client 
does not end when the contract is signed. In many cases, 
it just starts then. I’m sure you feel the same way: You're 
mighty interested in proving at the cash register your ad- 
vertising and your time buy are right. 

All I’m suggesting is that we do this together; that 
we continue working closely with each other until the 
contract ends. 

Now, why isn’t everybody doing something about it? END 
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STORER BROADCASTING 





ty service 


33 years of communi 


Wow PIONEER? 


OMPANY 


NATIONAL SALES OFFICES: 


625 Madison Ave., N.Y. 22 ¢ PLaza 1-3940 
230 N. Michigan Ave., Chicago 1 ¢ FRanklin 2-6498 





A pioneer pioneers to get out of a 
rut. To explore. To open frontiers. 
To bring about new concepts. It’s 
not the easiest calling. Everything 
must be learned the hard way. The 


risks are large and incessant. 


There were few broadcasting guide- 
posts when we started out 33 years 
ago. What have we learned from it 
all? This: 


You first must make yourself a re- 
sponsible citizen and a good neigh- 
bor to the community as a whole. 
Only in this way can you build 
loyal, responsive audiences — the 
real success of any station. In short, 
it’s good business to operate in the 


public interest. 


Radio 
PHILADELPHIA—WIBG 
LOS ANGELES—KPOP 
DETROIT—WJBK 
TOLEDO—WSPD (NBC) 
CLEVELAND—WJW (NBC) 
MIAMI—WGBS (CBS) 
WHEELING—WWVA (CBS) 


Television 


DETROIT—WJBK-TV (CBS) 
CLEVELAND—WJW-TV (CBS) 
MILWAUKEE—WITI-TV (CBS) 
ATLANTA—WAGA-TV (CBS) 
TOLEDO—WSPD-TV (ABC-NBC) 








Vy 2shinton news has so outweighed Madison Avenue 
news in the advertising world for the last half year 
it this month I want to talk “Washington” to you. 

\bout three weeks ago, I talked to the Washington Ad- 
tising Club about radio’s progress and its future and 
hat we were learning about radio. Then I said what we 
lieve needed saying to official Washington—the Congress 

the Commissions which, in effect, regulate radio ad- 
tising—about what their attitude might be towards radio. 
[ hope you'll be interested in some pieces of what was 
| because it is this month’s “blue plate.” 

rhe sales growth of a regulated industry is not govern- 
nt’s prime concern about that industry. 

Government must be concerned basically with whether 
it industry is serving the people well. 

But, inextricably, the two are bound together—the 
osperity of the industry and its ability to serve the public 
creasingly well go together whether it is an airline, a 
pe line, a telephone company or a broadcasting station. 

Unlike the others, radio doesn’t need rate relief or sub- 
lies. What we need most is sympathetic understanding of 

occasional awkwardness in meeting the vast problems 

hat were brought on by television’s arrival and the almost 

imultaneous quintupling of the number of radio sta- 
ons—that, plus the recognition that we are nobody’s kid 
other. 


Not responsible for any other medium 


We are a separate and distinct branch of communica- 
yns—as unlike television as we are unlike magazines and 
,ewspapers. We are not responsible for TV’s scandals nor 
an we share in television’s very real accomplishments. 
‘We stand on our own, a completely separate service to 
1e American people with distinctly different problems, and 


By Kevin B. Sweeney, President, RAB 
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Government can help radio by recognizing its function as a separate entity in communications 


we're entitled to be considered and judged independently. 
“How can government help us and thereby increase our 

effectiveness in support of the public interest, convenience 

and necessity? Let me be specific in a half-dozen ways: 


How government can help radio 


“(1) Recognize our differences. Radio stations are ba- 
sically small enterprises. More than 850 AM stations operate 
in cities that cannot support a daily newspaper. And while 
some stations have become very valuable indeed, the vast 
majority—over 80% —are enterprises hiring fewer than a 
dozen people. The radio networks are in no sense as im- 
portant in our industry as the television networks are in 
television. Primarily, our businesses are locally pro- 
grammed. This presents problems and it presents opportu- 
nities. Both should be kept in mind by government. 

(2) Our job—the one assigned us by the government 
when our licenses are granted—is to serve the public it- 
terest. Let us serve that interest better by setting up new 
administrative standards to judge how well we serve the 
public. Let us serve the cause of charity, Radio Free Europe, 
or the B’Nai Brith supper in the way we would serve out 
most cherished advertisers—with heavy announcement 
campaigns that spread the message to the maximum null 
ber of families. Let us serve the causes of religion, educt 
tion, agriculture, science, and community betterment in 
the same way and give us full credit for this type of service. 

“ (3) Recognize the changes that are taking place in the 
great markets of the United States. Two of them—Cleve 
land, Pittsburgh—went down to one afternoon and one 
morning paper this year. In most cities, there is now only 
one editorial opinion—right or wrong—expressed in print 
Continue to encourage radio stations to express an opinio 


about their community. Give them guidance, informally # 
To page 1% 
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OR GLEAR: 


Does she filter you out or hear you through? It depends on whether her radio is tuned in—or just 
turned on. Listeners to the CBS Owned Radio Stations are tuned in and alert, because C-O pro- 
gramming demands it. It is radio for the active attention of the adult mind—not just a substitute ¢ 
for silence. Locally-produced C-O shows include live music, comedy, opinion aa oduats 4 
tion, special events, regional news, documentaries, interviews, sports, farm shows, busi 

reports—everything that interests people. And added to all this is the unique strength 
CBS Radio Network, with its schedule of star personalities, drama, comedy, r 
coverage and analysis, public affairs and great live music programs. This isr es 
broadcasting. It gets a responsive audience. And gets response to your advert 


CBS OWNED RADIO STATIONS C 0 KCBS SAN FRANCISCO | 





KNX 
REPRESENTED BY CBS RADIO SPOT SALES tert sectta ae 
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of alinroducts their endorsement! Kids’ shows, women’s shows, variety shows—all rated 
d youl FIRST in their time periods by NIELSEN. © Most national and local advertisers of all 
sburgl Pittsburgh TV stations—confirmed by BAR, December 1959. Most first-rated news 
ing of [tows of all Pittsburgh stations !* That’s why, in Pittsburgh, NO SPOT TV CAMPAIGN 
o giveSCOMPLETE WITHOUT THE WBC STATION, Ee DER 7& IX Ty 


“Fth. area N.S.I., Feb. 
og S.1., Feb., 1960 PITTSBURGH 
9 WESTINGHOUSE BROADCASTING COMPANY, INC. Represented by Television Advertising Representatives, Inc. = 











THE BETTMANN ARCHIVE 





J,UU automotive sales 
including filling stations, automotive supplies 

The people in this prosperous multi-city TV mar- 
ket are on the go, live better, spend better. This 
is truly a model-sales market. And, there’s a 
dramatic reason for this: WGAL-TV delivers an 
audience which is greater than the combined audi- 


ence of all other stations in its coverage area. 
(See ARB or Nielsen surveys.) 


WGAL-TV 









Lancaster, Pa. 
NBC and CBS 


a 5, STEINMAN STATION 
316,000 WATTS Clair McCollough, Pres. 


Representative: The MEEKER Company, Inc. New York «+ Chicago + Los Angeles + San Francisco 
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D° you know of some advertiser who has not yet used 
television because he is waiting for “The Right Show” to 
come along? While his competition and our total economy 
keep right on moving, he is on the sidelines, missing his 
opportunity to reach millions of people. 

Usually these advertisers feel that they or their problems 
are unique and thus require a unique television program. It 
may be a little deflating to their corporate ego, but I'll bet 
you can show that neither they nor their problem is unique 
... that lots of different advertisers are using various TV 
programs to solve that problem they consider unique. 


Waiting to reach upper income homes? 

Take the problem of the advertiser waiting for a way to 
reach the upper income homes. These homes are a minority: 
19% of all homes, 20°, of all TV homes. 

It doesn’t take a unique program to reach upper income 
homes. Look at the variety of program types all of which 
reached between 19.0% and 19.9°%, of upper income homes 
with a single telecast in January. Nielsen showed 14 differ- 
ent programs in this narrow rating band: first, Twentieth 
Century and U. S. Steel Hour, as you might expect. But 
would you have expected these other shows to do equally 
well in reaching these upper income homes: Dillinger, I’ve 
Got A Secret, Bonanza, Lucille Ball/Desi Arnaz, Alaskans, 
Twilight Zone, Bourbon Street Beat, Donna Reed Show, 
Laramie, Man and the Challenge, Man from Blackhawk 
and Peter Gunn? Fach reached between 19.0% and 19.9% 
of these upper income homes. Unique programs? 

Nielsen reports a total of 121 nighttime programs in Jan- 
uary. Of all these, only 18 had as much as a five rating-point 
difference between their score in the lowest income homes 
and their score in the highest income homes. Thus of 121 
programs, 103 did essentially as well in both income groups. 
_But look at those 18 shows, the ones which did dispropor- 
llonately well in reaching these upper or lower income 





By George G. Huntington, v.p. and general manager, TvB 


Advertisers lose a chance to reach millions while waiting on the sidelines for the “right show” 
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THE TV SCENE 


DOWN 
WITH THE 
WAITING GAME 


groups. Of these 18 shows, seven did best among the lower 
income homes, 11 did best among the higher income homes. 
In the 11 shows which did from 23°, to 51% better in high 
income homes, another wide range of program types is most 
evident: The Rose Bowl, The Untouchables, 77 Sunset 
Strip, DuPont Show of the Month, Alfred Hitchcock Pre- 
sents, The Garry Moore Show, Special Tonight, Hawaiian 
Eye, The Red Skelton Show, The Citadel and The Jack 
Benny Show. Unique programs? 

And look at the range of sponsors of these shows reaching 
the upper income homes: DuPont, Scott Paper, Bristol- 
Myers, Gillette, Pet Milk, Lever Brothers, Armour, Carna- 
tion, etc. Unique? 

It’s easy to disprove the belief that different groups of 
people only like different kinds of programs. All you need 
to do is to look at the top rated programs and you'll find 
they are usually top rated among all types of homes. 
Take 11 different types of homes: metropolitan “A” county 
and rural “D” county homes, North East, South and Pacific 
homes, lower income and upper income homes, small one- 
two member families and large five-or-more families, young 
under-40 families and older over-55 families. There are two 
programs that score highest of all rated programs in 10 of 
these 11 types of homes: Wagon Train, Nielsen's top rated 
show, and Gunsmoke, Nielsen’s second rated show. The 
Rose Bowl telecast won among homes in the Pacific. 


High-rated shows must include all types of homes 


Thus, the most popular shows were the most popular 
with all homes. They must be in order to reach their huge 
audiences. 

So, if you know an advertiser who's waiting for “the 
right show,” see if he isn’t really waiting for the ‘right 


audience . and a show that can deliver that audience. 
There are many “right shows” . . . and many of them are 
available right now. END 
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THE TV COMMERCIAL 
By Beatrice Adams, Vice President, Gardner Advertising 


SOME 7 
WINNERS 
IN MY BOOK 


Invisible awards go to these commercials, winners or not at the American TV Commercial Festival © 


a 


Wi: here we are knee-deep in June. The first American 7 

TV Commercials Festival (held May 18-20 in New ~ 
York City) has come and gone. The winning commercials 
have been announced, the awards given, and the trade is 
now trying to judge the judges. [Bea Adams was one of the 
50 outstanding advertising figures who acted as judges at 
the Festival.] 

This is not a report on the winnahs. Later on in this 
column we have a few comments concerning the ingredients 
of ‘TV commercials with which some people seem preoc- 
cupied. Meantime, a few examples (winners or not) which 
this judge thinks are fine and dandy. 


Knows the language of the young 


__Top left: Johnson Baby First, a big hand for all at Young & Rubicam who created — 
Jaloaiia ~~ pore and produced the delightful Johnson Baby Powder com- 
Benton & Bowles. Production: mercials. They are done with the sure hand of someone who 
é oy eee. knows the language of the very young. Photographer: Irving 
apes ee ark yin Penn; writer: Bill Schnurr of the agency; producer-designer: 
Bottom left: Duncan Hines Blueberry Y&R’s Steve Frankfurt. My favorite is about “Baldie.” 

Punetus. Gondner Rivertoig. Another favorite of ours is the Christopher Ballad com- 
"a ee oo mercial for Ivory Snow. A charming and credible testi- 
monial spot featuring baby Chris and his mother. Via Ben- 

ton & Bowles; writer: Mary Pillsbury. 

Next, an invisible award to the creator of Falcon com- 
mercials. The Falcon testimonial spot is brief, painless, be- 
lievable. The Falcon Ranchero Pick-Up Truck commercial 
moves right along to prove that “it looks like a Falcon, packs 
like a pick-up.” Nice work. 

Now a series we should have applauded weeks ago. We 
mean those out-of-the-stereotype commercials about “deep, 
dark, delicious Yuban with aged coffee beans.” They got Us. 
We skedaddled right out and bought some. Three cheers for 

To page 143 
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com: 


To “The American Musical Theatre,” which every 
week brings music to the ears of New Yorkers, the 
irst week in May was one of particular note. This 
continuing series (produced by Channel 2, in coop- 
eration with the Board of Education of the City of 
New York) received the Ohio State ‘‘First Award” for 
Local Programs for Children and Youth* as an “‘ex- 


cellent presentation of a musical series that is both 


entertaining and educational.” 
At the same time, a second coveted Ohio State 
First Award,” for Local One-Time Broadcasts, was 





presented to WCBS-TV’s hour-long documentary, 
“Harlem: A Self-Portrait.”” The citation: ‘A frank 
insight into New York City’s Harlem, a city within 
a city, revealing the problems of the Negro in the 
middle of the world’s largest modern city.” 

Of three Ohio State “First Awards” given to com- 
mercial television stations, two went to CBS Owned 
WCBS-TV...thus underscoring anew a well-known 
fact. In the New York market, the station which serves 
the public interest best is the station which interests 


the public most... 
"Presented at the 24th American Exhibition of Educational Radio and Television Programs at Ohio State University. 








NETWORK PROGRAMMING ; 


AIR POWER + CODE THREE - SAN FRANCISCO BEAT + NAvy 
SHOTGUN SLADE - TRACKDOWN - THIS MAN DAWSON = 26 
THE CALIFORNIANS « THE HONEYMOONERS - MR. ADAMS AN 
MEET McGRAW «+ DEADLINE - BOLD VENTURE «+ COLONEL }: 


SILENT SERVICE = FLIGHT - PANIC - POLICEWOMAN Dp 
IT’S A GREAT LIFE +» INTERPOL CALLING + YOU ARE T 
HIRAM HOLLIDAY - MIKE HAMMER « BOLD JOUR 
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llis THE ‘‘Network Station” for Spot Advertisers in New York! There 
nore opportunities to sell in a ‘‘network atmosphere” on wPix-11 ‘during 
e evening hours than on any other station. And Nielsen has proved that 
audience incomes, home ownerships, jobs, etc. are the same as on the 
1° network station! You’ll never find ‘‘mail order” or over-long commer- 
on wPIx-11. You will find important looking programs, only the best 
rtisers and a proved quality audience... on a station that has a healthy 
ct for the rate card. Where are your 60-second commercials tonight? 





fTWORK AUDIENCES 


yielsen recently studied his entire New York sample, both Audi- 
.nd Recordimeter-Audilog homes, and found ‘‘no significant 
ace” between the kind of people who watch weix 11—New York's 

independent station—and New York's leading Network station. 
aisen “‘WPIX AUDIENCE PROFILE” study provides a direct com- 

of audiences for the prime qualitative categories of: FAMILY 
16 » HOME OWNERSHIP = AUTOMOBILE OWNERSHIP = SIZE OF 
y. AGE OF HOUSEWIFE » OCCUPATION, HEAD OF HOUSEHOLD 
90-11:00 PM, seven nights a week. Qualitatively they are equal. 
sen states: ‘‘NONE OF THE COMPARISONS YIELDED A SIG- 
ANT DIFFERENCE!” 
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NETWORK ADVERTISERS 


The Procter & Gamble Co. = General Motors Corp. + Bristol-Myers Co 
- Chrysler Corp. « American Airlines, Inc. + Col- 
gate-Palmolive Co. + R. J. Reynolds Tobacco Co. + Warner-Lambert 
Pharmaceutical Co., Inc. = United Air Lines, Inc. » General Mills, Inc. 
National Biscuit Co. = U.S. RubberCo. +» Brown & Williamson Tobacco 
Corp. » Ford Motor Co. = The Coca-Cola Co. =» General Cigar Co. 
Borden’s = Trans-World Airlines, Inc. » Vick Chemical Co. « P. Lorillard 
(fo = 1-1) Gm of 010) 0 | EC mn © PE Salm Ko) of | o1 010 O10 MC mM => ¢- [olen OF-Jat-[el- Iam Ml inaliacte 
Kellogg Company + Miles Laboratories, Inc. « The American Tobacco 
Co. = Cannon Mills, Inc. * International Shoe Co. + Firestone + Gulf 
Oil Corp. = Sterling Drug, Inc. = Lever Brothers Co. » and many more. 


new york 
The ONLY New York independent 

ualified to display the 

EAL OF GOOD PRACTICE. 











“CUS ON PEOPLE 


objective of a television station “is not to be accepted 
as a pipeline of entertainment, but also as an influen- 
ublic force in the community.” This conviction, concisely 
sed by wosu-tv, New Orleans, is clearly reflected by the 
helming majority of U.S. stations, whose numerous con- 
tions in the area of public service programming are rep- A. LOUIS READ, WDSU-TV, New Orleans 
d in the issue-length portfolio beginning on page 73. 
iently taking many months to produce and often aired 
ime time at a considerable ratings’ sacrifice, these pro- 
have bridged gaps in community organization, brought 
needed reforms and enriched the cultural and_intel- 
lives of the citizens. Here are the whys and wherefores 
yme'of this season’s award-winning public service shows 
pressed by men intimately involved in their conception 
execulion. 
sU, winner of the George Foster Peabody Award for “out- 
ling local television public service, 1959” and also the 
tation ever to receive a similar honor from the Louisiana 
Bar Association, began broadcasting editorials in Sep- 
ber, 1958—a concrete example of programming conceived 
ill a specific community need. As A. Louis Read, wosu 
cutive vice president and general manager, explains it, “We 
been discussing the possibility of editorializing for about 
ar when it was announced that the New Orleans Item was 
sold to the opposition paper. This was a development 
would leave New Orleans, a city of 800,000 people, with 
one newspaper. 
\t this point we got down to working out an actual policy FRANKLIN A. TOOKE, KYW, Cleveland 
ring editorial preparation and procedures, and, taking 
ntage of the community’s concern over the loss of its sec- 
editorial voice, we launched our own editorial plan on 
first day the New Orleans Item ceased publication.” 
mong a number of changes that have followed wosu’s pub- 
examination of local situations, Read points to one incident 
volving editorials on our part criticizing the Chief Justice 
yur State Supreme Court for maintaining business connec- 
with an oil man whose litigation sometimes went before 
Court. As a result of these editorials,’ Read reports, “the 
f Justice resigned his connections with the oil man’s firms 
appointed a committee to draw up a code of judicial ethics 
the State of Louisiana.” 
yme months back, in the opinion of wsz and its then- 
ral manager Franklin A. Tooke (now vice president of 
Cleveland), the city of Boston was suffering from “Sick 
nsit’”—exactly what the station called its hard-hitting pro- 
m that appraised the citizens of their growing traffic crisis. 
Vinner of the 1959 Sigma Delta Chi Award for Distin- 
hed Public Service in Television Journalism, “Sick Transit” 
umented the state of affairs via films and interviews with 
isportation experts. In addition, Tooke came on screen to 
for immediate action on a proposal to extend the rapid 
it system south of Boston along the Old Colony Railroad 
Results? Sure enough, relates James E. Allen, now wsz 
eral manager, “two days after the telecast, the Massachu- 
General Court passed legislature authorizing the Com- 
nwealth to exercise its option to purchase the Old Colony 
from the New York, New Haven and Hartford Railroad.” JAMES E. ALLEN, WBZ, Boston 
To page 56 
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MGM -TV now offers 
THE BEST OF 





1640 Broadway 
New York 36, N.Y. 
Wdson 2-2000 
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Fun for everyone with Pete Smith! The whole family 
will want to tune in on these comedy 

treats which will build HILARIOUS HI RATINGS 

for your station any hour of the day or night. 

We've selected 101 of Pete Smith’s’very best 

specialties for perfect programming as a 14 hour 

show across the board or integrated into a pep-up 
comedy hour... or spotted ahead of after a feature film. 


Hurry and get full information while your market is still open. 
P.S. (Programming Suggestion) 


Don’t forget the 185 great M-G-M cartoons are still 
available first-run in a number of markets. 





Creating excitement in Memphis 


for its outstanding local personalities and local programs! This is a full-time 
effort of WMCT, Channel 5... Memphis’ outstanding TV station! 
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“Tv PROGRESS cxez 















cece 


This reprint of a 
recent WMCT full 
page newspaper ad is 
indicative of the 
continuous and 
aggressive 
promotional 

activity of 

the station. 








Such ads continually remind WMCT's vast audience that—"WMCT, Chan- 
nel 5, for more than 11 years has been first, and finest, in Mid-Southern 
television. Outstanding local programming of every type, produced with 
creative imagination and interest, is combined with the top, award-winning 
shows of the National Broadcasting Company.” (Fact is, WMCT presents 
more locally produced programs than a// other Memphis commercial TV 
stations combined!) Your best-buy is always... 


WMCT ¢ CHANNEL 5 ¢« MEMPHIS 


100,000 WATTS NBC AFFILIATE NATL. REP. BLAIR-TV 























“WAGA-TV’s ‘CONTROVERSIAL RED CROSS’... 
.s CONSTRUCTIVE PUBLIC SERVICE...” cen. stised 1. Gruenther 


In a thirty-minute evening time period, WAGA-TV telecast “Controversial Red Cross,’”’ a program suggested 
by an article in Holiday Magazine. The program presented the pros and cons, the misconceptions concerning the 
organization and the true picture. m American National Red Cross President, Gen. Gruenther, said of the pro- 
gram “TI consider the presentation ‘Controversial Red Cross’ a fine example of con- 
structive public service offered by WAGA-TV. It gave the general picture of Red 
Cross and also brought it down to the local community. It was an honest deliverance 
of the gripes and misinformation concerning this organization, answered in a logical 
manner.” @ A basic programming objective of WAGA-TV is “. . . to promote com- 
munity betterment ...the development of an active, informed citizenry... to 
cooperate with the recognized governmental, civic, charitable, religious, educational 
and other agencies dedicated to these ends.” 








Gen. Gruenther 


famous on the local scene... for public service aM a Ja 2 ty 
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THE STORER STATION IN ATLANTA 








ARON-TY 


& U.S. ARMY ¥ 





AWARDS ARE NICE, BUT... 


KRON/TV is proud to be one of the most-often awarded TV stations 
in the nation, displaying such signal honors as being alone in win- 
ning both the coveted Edison and duPont citations. They were won 
in two consecutive years, as well. 


KRON/TV is more proud, however, that the many awards represent 
outstanding public interest programming. The highest honor of all 
is the loyalty demonstrated by viewers in the San Francisco Bay Area. 
It is heart-warming, for instance, to be told that when Khrushchev’s 
San Francisco address was carried on all Bay Area stations via a 
pooled telecast, more viewers watched it over KRON/TV than on 
all other channels combined. 


KRON/TV is indeed gratified to be so recognized for programming 
in the public interest through the winning of awards—and particularly 
by warm viewer confidence. 


KRON/TV Channel 4 San Francisco 


NBC Affiliate » Represented by Peters, Griffin, Woodward, Inc. 





kK These are but a few of the many awards presented to KRON-TV during the past decade. 
KRON-TV’s news department alone has won three major awards thus far in 1960. 
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While serving a single station market, 
WTHI-TV fulfills its public service 
responsibilities in a way that has gained for 
it the appreciation and support of its 
entire viewing area...a circumstance that 
must be reflected in audience response 


i 1 
Asolo -hipen to advertising carried. 


of local public serv- 
ice programming 


=i" WTHETV 


CHANNEL 10 - CBS-ABC 


TERRE HAUTE 
INDIANA 
Represented Nationally by Bolling Co. 
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CUS ON PEOPLE irom pose 5 


fall, Ely Landau, board chairman of National Telefilm 
“got to wondering if there wasn’t a sizable audience 
for some really adult and mature entertainment on 
m.” The conjecture gave birth to Peabody Award- 
The Play of the Week on wnta, NTA’s New York 
and Landau thinks “proof that there 7s a hungry au- 
yr culture is found in the more than 45 major cities 
is now being televised (through syndication) with 
hip advertisers as sponsors.” In agreement with Landau 
ational Academy of Television Arts and Sciences which 
local Emmys to The Play of the Week and wnta’s 
End and also presented the station with a special citation 
pioneering efforts in imaginative programming concepts 
have set an example for all to emulate...” 
he past six years, wrc, Washington, D.C.—decrying the 
pretty side of Our Beautiful Potomac, has pounded away 
ical area problems such as water pollution, sewage con- 
soil erosion. At the series’ inception, recalls Joseph 


«lfellow, NBC vice president and wrc general manager, 


executives were firmly convinced that Our Beautiful 
would have to literally ‘crusade’ if it wanted to succeed. 
things (e.g., the sight of raw sewage pouring from the 
c) and ugly words would have to be seen and heard in 
ls of thousands of homes if it were to have real effect 


impact. 


did it and we're glad,” Goodfellow now reports. “We 
ppy because literally millions of dollars of corrective 
ering works have been built during the last five years 
Potomac Valley. We were just a ‘voice with a message.’ 
al credit belongs to the cities and the industries and 
yple themselves who listened and responded.” 
“Hell Flower,” a documentary on narcotics that won a 
from Ohio State University’s Institute for Education 
io-TV, was produced, says Robert D. Wood, vice presi- 
nd general manager of the Los Angeles station, “because 
of drugs from Mexico into Southern California has 
such a critical local problem. Through this special 
m, KNXT endeavored to make its viewers aware of the 
consequences the narcotics problem has on the user 
e community as a whole.” Although initially conceived 
a local blight, “Hell Flower” has been pressed into na- 
ervice by the Federal Bureau of Narcotics which se- 
he film for use in its training schools. 
iking back to the fall premiere of wGn’s Great Music 
Chicago series featuring the Chicago Symphony Orches- 
Ward L. Quaal, the station’s vice president and general 
r, says, “From the start it represented a great challenge 
mble for us.” The challenge has been met and the gam- 
mn, for as the text accompanying wG6n’s George Foster 
ly Award summed it up: “... This prestige program, live 
color, with many of the world’s outstanding conductors 
turns on the podium, represents an unmatched effort 
ig the best in music to the public and contributes vastly 
roving the image of the television art.” 
Louis S. Simon, general manager of KPIx, San Francisco, 
ision station cannot be successful without experimental 
maginative local programming. His station’s ambitious 
Man—1959: An Appraisal, explored a wide range of 
problems with skill and imagination that won it two 
ia Awards, a Headliner’s Award and a citation from 
State University’s Institute for Education by Radio-TV. 
winning of educational awards is a great tribute to an 
ee team effort,” Simon says, adding, “Never once can we 
To page 66 
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ELY LANDAU, WNTA, New York 





JOSEPH GOODFELLOW, WRC, Washington 





ROBERT WOOD, KNXT, Los Angeles 


WARD L. QUAAL, WGN, Chicago 
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IT’S 
BEEN 

N 
“AWARDING” 
YEAR 

AT 

WGN- 
TELEVISION i 


Our thanks to Sigma Delta Chi for selecting the 
WGN-TV News department to receive the Sigma 
Delta Chi Television Reporting Award for 1959. 
To quote from the citation: “‘In its coverage of an 
air crash near Midway Airport, WGN-TV dis- 
played an ability, not only to get the story in the 












face of obstacles, but to,get it accurately, com- 
pletely, effectively, and uniquely. All in all, the 
coverage was full, complete, well-rounded and 
technically excellent.” 


award -— 
( if 
The coveted 1959 Peabody Award for “television 


entertainment, musical” was won by WGN-Tele- 
vision’s ““Great Music from Chicago.” 
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The Radio-TV Mirror Award for ‘‘the best musi- 


cal program in the Midwest” was won by “Great 
Music from Chicago.”’ 


WON-THELEVISTON 


Quality + Integrity + Responsibility ee: 
CHICAGO 














IN THE PEOPLE’S INTEREST 
Detroit’s most complete Radio-TV news center 


Another mark of leadership—additional evidence of the WWJ stations’ sense 
of responsibility to the public. It’s the new 1,272 square-foot WWJ NEWS- 
room, headquarters for the busy 12-man staff that provides southeastern 
Michigan with complete, reliable, award-winning coverage day and night. 

Today, as it has been for nearly 40 years, WWJ NEWS is real news: 
comprehensive, balanced, and believable—great news for the audience, great 


for advertisers, too. 


WWJ Radio 


Detroit’s Basic Radio Station 


St WWU-TV 


Michigan's First Television Station 





NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. « OWNED AND OPERATED BY THE DETROIT NEWS 
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KMTV? 











It hasn't! This month, KMTV 
earned five of the six annual 
Omaha Radio/TV Council 
‘Gold Frame’ Awards for Pub- 
lic Service Programming. The 
other two Omaha stations 
combined received only one. 
It’s been the same story for 
years. In 1959, KMTV earned 
five of six ‘Gold Frames’ and 
in both 1958 and 1957, 
KMTV received four of the 
six. In addition, KMTV’s 
Floyd Kalber has been a con- 
sistent winner in the category 
of General News, and KMTV's 
Joe Patrick has just been 
voted, by his competitors, 
‘Nebraska's Sports- 
caster of the Year.’ 
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years KMTV’s 


Art Department has had the 
only station-produced Art ac- 
cepted for the Omaha Artists 
and Art Directors Exhibition, 
and in 1959, received over 
thirty percent of the total 
awards given! These 
successes are reflected in 
National, Regional and Local 
Sales, and in overall audience 
position. Can you have better 
reasons to see Petry about 


THE PERPETUAL WINNER 


KMTV 3 OMAHA 


























FRONT LINE 





of the WSB-TV news team 


Poised here before White Columns are the 
men and mobile units that provide viewers 
with the most complete local and -regional 
television news coverage in Georgia. 

Cars shown are equipped with 2-way 
short-wave, mobile telephones, police radio. 
Complete mobile unit is pictured right. A 
helicopter is on call. Magnetic sound cam- 
eras are used. 

When an alleged attempt was made to 
bribe a Fulton County grand jury foreman, 
a concealed WSB-TV cameraman filmed the 
actual passing of money. For this filmed 
story WSB-TV has just received the Asso- 
ciated Press’ highest news award for Geor- 
gia in 1959—“‘Superior” in general news. 


This station also was awarded the AP 
“Superior” for. news features—the staff- 
produced “One in a Million” that document- 
ed Atlanta’s reaching a million population 
being the winner. 

With seven local newscasts daily, in ad- 
dition to regular network news, WSB-TV 
is THE news station of Georgia. Audience 
ratings are consistently higher than for any 
other Atlanta tv outlet. 


ATLANTA‘S 


WSB-TV 


CHANNEL 2 


Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Represented by Petry. Associated with WSOC/WSOC-TV, Charlotte; WHIO/WHIO-TV, Dayton. 
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UNIVERSITY OF MINNESO® = 
Minneapolis 14 
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OF¥Fice OF THE PRESIDENT 


Mr. F. Van Konynenburg = = = 
Executive Vice President z= | : 
WCCO Radio and Television 
50 South Ninth Street 
Minneapolis, Minnesota 


Dear Van: 
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think universities ought to be doings © af . 
faith in what these institutiog 2 iro eventually 
they'll underwrite the educa a ne to their 
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e believe 
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Sita MWice President and 
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THE DIFFERENCE BETWEEN 
GOOD AND GREAT IN 


MINNEAPOLIS, ST. PAUL THLEVISION 


Represented by . 
PETERS, GRIFFIN, WOODWARD, INC, 


*FIRST FOUR-YEAR WCCO TELEVISION SCHOLARSHIP 
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Millions* in the Cincinnati, Columbus, Birmingham, Knoxville and Lexington 


areas get news first on a Taft Station. Taft’s newly established Washington News Bureau, headed 
by Ralph de Toledano, former Newsweek editor, supplies audio tapes and films to all Taft Radio and Television Stations— 


sends by direct wire, on-the-spot coverage of important events from the Nation’s Capital. 


News dominance is created by many things: experienced personnel, facilities for gathering news, know-how and adherence 


to high standards. Taft Radio and Television Stations in five major markets have always possessed these characteristics. 


WBRC-AM, the Taft Station in Birmingham, Ala., covers a vital area market with 26 newscasts a day. A four-man news 
staff, headed by Davenport Smith, winner of twelve press awards for outstanding reporting, plus two radiophone-equipped 


cars and a mobile studio truck, provide the latest and most complete regional and local news coverage in the area. 


ons? *8,055,500 persons are served by Taft TV and radio stations. 


CINCINNATI @ © 


@ LEXINGTON 


Radio and FM Radio and FM Radio and FM Radio and FM 


Sales Representatives: The Katz Agency, Inc. {The Young Television Corp. 





one guest. Others disagreed. The result was her 
*ogram—the sort of programming Chicagoans have come to 
People who value their time find there is more worth watch 
uable on WBBM-TV, Chicago’s most popular television stai 




















Hard-boiled rating service 


Let’s face it: The toughest rating service 
of all is determined by the sponsor’s pen; 
he either signs a renewal or he doesn’t. 
And, by this standard especially, we shine 
with a gem-like brilliance. For example, 
Esso Standard has sponsored our 11 P.M. 


news for five years without an interrup- 
tion. Sealy Mattress has sponsored the 

a 11:10 P.M. weather show for eight years. 
Ratings like these from top national ad- 
vertisers pay off — for our clients and for 
us — against any competition. 


Represented by 


WJAR-TV 


CHANNEL 10, 
PROVIDENCE, R.I. 











brings you most color- coverage 
and special events in Mid-Indiana 


The greatest spectacle in sports . . . folks from every- 
where throng this mecca of the racing world to see the 
Memorial Day 500 Mile Race. Most Race activities are remote 
telecast exclusively on WFBM-TV. The station's “Old Tim- 
ers’ Bar-B-Q” and its coveted “Checkered Flag Award" add 
stature to WFBM-TV's leadership. 


Manpower - mobility » equipment! No other Indiana 
station matches WFBM-TV's 17-man News-Information 
Center ... nor can any equal the experience of its active 
leadership. Here are facilities for handling any type of news 
break locally, statewide or nationally .. . and the ability to 
cover many points simultaneously. 


rhe navow's 9" TY Market 


. with the only basic NBC coverage 
of 760,000 TV set owning families. 





HERE IS BROADCAST ACTION! 


Wherever news and special events call for broadcast action, you’ll 


find WFBM-TV on the air first with “eye-witness” film reports. of >; - CHANNEL re) 

No other stations in Indiana can match the manpower of our 17- 

man News-Information Center . . . the mobility of our fleet of news Ww e F3 AY | -TV 

cruisers and remote transmitter . . . our photo developing equip- 

ment for putting film on the air within minutes after it hits the lab SINDIANAPOLIS 
. our two television tape machines (color equipped) that can re- 


cord any remote transmission for an “exclusive” drop-in at any BASIC NBC-TV AFFILIATE 
point in our day’s programming. Your product enjoys added advan- 
tage of true broadcast leadership when you advertise on Channel 6! 
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of the fact that each and every program unit must 
» the highest standards of audience impact, quality of 
ind elements of showmanship.” 

Signal Three teaches Cincinnati youngsters traffic 
using a quiz show format, prizes and all. The host/ 
not a professional television charmer, but the police 


charge of traffic safety education for the city of Cin- 


lo Thomas A. Bland, vice-president and general man- 
Lw-T and the other Crosley stations, this combination 
ainment and the voice of authority has resulted in a 
nn show with general appeal” that “is live proof of 
industry can do with public service programming’’— 

echoed by less partial judges who, for the second 
ear, gave Signal Three and its sponsor, the H. H. 
cking Company, the Alfred P. Sloan Award for “out- 
effort in promoting traffic safety through the medium 
ion on the local or regional level.” 


Pival, president of wxyz, looks back with satisfac- 
season that saw his station’s programs win four of the 


vards presented by the Detroit Advisory Council on 


ynal Television and Radio. “We have been extremely 
by the results of our educational programming,” 

“Each experiment in this field of broadcasting has 
tremendous reception by both Detroit television 


ind interested sponsors.” 


ample of this continuous reception comes from the 
inning World Adventure series, produced in conjunc- 
h the Detroit Institute of Arts, which has been broad- 
gularly on wxyz since 1948 with the same sponsor, the 
Brink Agency. And to sponsor Brink, an agent for 
of Omaha, the series is far more than a commercial 
\ director of the Detroit Institute of Arts, for one 
Brink, following the line of the show which takes view- 
und the world, has himself visited more than 100 coun- 


island groups. 


her station executive with good reason for satisfaction 
J. Shakespeare, Jr., vice president and general man- 
veBs-Tv, New York. This season, The National Academy 
ision Arts and Sciences gave wcss-Tv a Special Station 
ment Award for “offering a balanced schedule of con- 
high-quality programs in public affairs, news, religion, 
yn and the arts, which is of increasing interest and 
ital need for the viewing public in the community it 
In addition, the Academy awarded local Emmys to 
shows: The American Musical Theatre (most outstand- 


dren's or teenage program) and The Late News with 


chran (most outstanding news program). In another 
{merican Musical Theatre and 
oth won top awards from Ohio State University’s In- 


x Education by Radio-TV. 


eason, too, wcss-Tv launched its policy of editorializing 
air with a broadcast, delivered by Shakespeare, taking 
against Mayor Robert Wagner’s proposal to legalize 
betting. Wrote New York Times television critic Jack 

. the action of wcss-Tv in opposing off-track betting 
n how a TV outlet can do its part to stimulate think- 
controversial public issues. . . .” Added Variety: 
iether the viewer agreed or disagreed, wcss-tv has to be 


for the way in which it took a position against off- 


betting in New York. As delivered by station topper 
Shakespeare, it was deliberate, direct, forceful and yet 
END 





“‘Harlem—A Self Por- 
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THOMAS A. BLAND, WLW-T, Cincinnati 








LOUIS S. SIMON, KPIX, San Francisco 





FRANK SHAKESPEARE, JR., WCBS-TV, 
New York 


JOHN F. PIVAL, WXYZ, Detroit 








FABULOUS 
50 MARKET 
RATING... 


4 MONTH AVERAGI 
—Nielsen Station Index 
January-April, 1960 


NOW IN PRODUCTION 


2nd GREAT YEAR! 


i \, 
The New Power j 
In TV Programs... # 


ONO 


yo 


ZIV-UNITED ARTISTS, INC. 
488 Madison Avenue 
New York 22, N.Y. 


SMASH RATINGS 


IN CITY AFTER CITY! 
AUGUSTA, GA. * WJBF 


39.2 


Nielsen, April '60 


MEMPHIS + WREC-TV 


32.5 


Nielsen, Jan. '60 


SPRINGFIELD, MO. * KTTS-TV 


37.1 


Nielsen, April '60 


ALBANY * WRGB-TV 


33.9 


Nielsen, March '60 


PROVIDENCE * WJAR-TV 


29.2 


Nielsen, April '60 


LOUISVILLE * WHAS-TV 


34.4 


Nielsen, Jan.-April '60 


KNOXVILLE * WATE-TV 


33.7 


Nielsen, April ‘60 


SYRACUSE + WSYR-TV 


31.3 


Nielsen, April '60 


ROCHESTER 
WHEC/WVET-TV 


37.0 


Nielsen, April "60 


BOISE + KTVB 


41.0 


Nielsen, March ‘60 


LOO 


starring 


MACDONALD 


CAREY 


Stories of people unjustly 
accused and the one man 
who brings them their 

ONLY CHANCE OF HOPE! 














Robert M. Reuschle, General Sales Manager 





Ever wish you could get in there and do the whole job yourself? 
Then you’d get what you want; then it would come out right. But you can’t 


do it all yourself. And at WLAC-TV you don’t have to. We learned a long 


time ago we needed the right people—on the mike, at the camera, behind the 
desk—to do the job the way it should be done. Having the right people is 
one way WLAC-TV wins so many awards—and audiences. , of course. 


Ask any Katz man—he’ll show you the way! 


T. B. Baker, Jr., Executive Vice-President and General Manager 





A VITAL ingredient in the 
socio-economic chemistry 
of the Houston area is the 
very pride that its people 
have in their day to day 
living. It can be seen in 
their every action, in 
their homes, in the 
driving economic force 
that makes the area 


prosper. They 


automatically expect 
to go first class, 

and they turn 

to KTRK-TV more 
often than - 

elalvme) dal-iae-)e-] 416) 4) 

for the VITAL 
services that 


television brings. 


KTRK-TV 


THE 
CHRONICLE 
STATION 


P. O. BOX 12, HOUSTON 1, TEXAS- 
ABC BASIC - HOUSTON 
CONSOLIDATED TELEVISION 
CO. - NATIONAL 
REPRESENTATIVES: GEO. P 
HOLLINGBERY CO.. 

500 FIFTH AVENUE, NEW YORK 
36, N. Y. « GENERAL 

MANAGER, WILLARD E 
WALBRIDGE; COMMERCIAL 
MANAGER, BILL BENNETT 











R SONAL ITIE S — more than any other Boston TV station. 


And look at these other facts ahout WBZ-TV! 


= Most national advertisers of any Boston TV station 
— 193 compared to 148 for the second-place station. 
= Most newscasts of any Boston TV station. ™ Public 
service programming — 234 hours and 12,667 spot 
announcements contributed last year to 203 chari- 
table projects. = Largest TV share of audience.* 
= Most awards of all Boston TV stations. = That’s 
why IN BOSTON, NO TV SPOT CAMPAIGN IS 
COMPLETE WITHOUT THE WBC STATION — 


*ARB 


WBZ-TV 


BOSTON 


Represented by Television Advertising Representatives, Inc. 


TO) Westinghouse Broadcasting Company, Inc. 





The man 
on the right 
is the superintendent of schools, 
In a moment 
he will begin 
his 900th telecast. 
He is talking 
to the only man in town 
who can beat that record 
— a college professor who has produced 
1,931 educational telecasts. 
The city is Cleveland. 
The station is Scripps-Howard’s WEWS, 
which also makes people laugh, 


helps them sell things, 


and has the best cowboy movies 


in town. 





The Management Magazine of Broadcast Advertising 


TELEVISILO. 





“One of the most challenging obligations that anyone in this 
country ever undertakes is that ... (of)... a broadcaster when 
he obligates himself on receiving a license for a broadcast facility 
io serve the public interest, convenience and necessity.” 
Frederick W. Ford, Chairman 
Federal Communications Commission 





Any observer of the television scene should be 
familiar with the achievements of network infor- 
mational programming. Yet few are as aware of 
television’s accomplishments in communicating 
ideas and stimulating interests at the grass roots 
level. Even those within the industry, under the 
press of daily operating details, often lose sight of 
the impressive scope and variety of local public 
information programming. 

The purpose of the portfolio that follows is 
to balance the record. It may give government 
leaders and legislators greater insight into what 
stations have done and are doing to provide pro- 
gramming linked to community needs and in- 
terests. It may offer those already aware of local 
television’s contributions a set of standards for 
future accomplishment. 

For local informational programming cuts 
across every level of American community life. 
It delves, with enormous versatility, into the rela- 
tion of the individual citizen to his local govern- 
ment and its leaders. It stimulates his interest in 
civic affairs. His eyes are opened to the artistic 
and intellectual opportunities afforded by his com- 
munity. His mind is carried beyond the bound- 
aries of his immediate community into the world 
of national and international affairs. 

The very range and depth of such program- 
ming in this representative sample bespeaks the 
role broadcasters across the nation have in influ- 
encing and shaping the communities they serve— 
a responsibility not fulfilled out of sheer obedience 
to the Federal Communications Act. 











LOCAL 
GOVERNMENT 
IN ACTION 


0 introduce the people into every department of 
government,” wrote Thomas Jefferson “is the only 


way to insure a long-continued and honest administra- 


tion [of government].”’ 

Two centuries later, after only a brief existence, local 
television has established itself firmly as a prime link 
between the individual citizen and his community’s 
government—its legislative functions, its leaders and the 
electoral process. And this relationship gives the indi- 
vidual station a unique responsibility for coverage out- 
side the scope of the networks. 

The scene at left illustrates how well the local station 
has fulfilled the credo of political philosophers that, “To 
be fit for self-government, people must have access to the 
knowledge necessary for making political judgments.” 
It is KYW-Tv’s videotaped telecast of this year’s first city 
council meeting in Cleveland, the first such telecast in 
that city and one featuring the battle over the election of 
a council president. 

Such examples are legion. They range from that sim- 
plest form of the nation’s democratic tradition, the town 
meeting, as presented this past season on WEws-TV, Cleve- 
land, or wmct, Memphis, ‘Tenn., to television reports 
on the operations of state legislatures. A case in point 
was the coverage by wnas-Tv, Louisville, of the 1960 
session of the state legislature of Kentucky, 12 pro- 
grams in a series entitled “Eye on Frankfort.” 

Stations’ continuing analysis of the anatomy of govern- 
ment gives citizens. of all age levels an opportunity to 
participate in the democratic process. Every Saturday 
afternoon a different high school in metropolitan Jack- 
sonville (Fla.) is represented by four students on wJxT’s 
“Eye on Youth,” who quiz a prominent leader on im- 
portant regional as well as national and international 
issues. This past season, wPRO-Tv, Providence, in co- 
operation with the Rhode Island Bar Association, pre- 
sented a film surveying the departments and functions 
of the Providence County Courthouse, reviewing the 
process of selecting and swearing in jurors. 
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Governor Meyner, “Report to the 
People,” wnta-tv, New York 


oe le 


Investigator Robert Kennedy, woar-tv, Kansas 
City, Mo. 





} 
Gaal em : 
ernor Rockefeller, “The James F. Byrnes, “Palmetto Press 
Question,” wrmyg, Mil- Conference,’ wis-tv, Columbia, 
ke S.C. 
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State Senator Doyle Carlton, wrvt, Tampa, Fla. Memphis Town Meeting, wMcr, Memphis 


Governor Williams, wwJ-tv, Detroit 
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Kansas 


Meeting 
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Kentucky State Legislature, “Eye on Frankfort,’ wuas-tv, Louisville 





“City Manager’s Report,’ wHtn, Hunting- 
ton, W. Va. 


WEws-Tv, Cleveland 





The citizen’s face-to-face meeting with 
his government representatives via tele- 
vision is now an integral part of the 
democratic tradition. Closest to home, of 
course, is the regular televised appear- 
ance of the mayor or city manager. In 
New York, Mayor Robert Wagner, on 
wNnsBc-Tv’s “Direct Line,” gives on-the- 
spot answers phoned in by viewers. On 
wkyT, Lexington, the mayor acts as the 
program moderator, with various city 
department heads participating. The ap- 
pearance of a city’s chief executive often 
creates headlines. One series, “The 
Mayor Reports’ on wer-tv, Buffalo, 
squared off Mayor Frank A. Sedita in a 
direct battle with the local afternoon 
newspaper over alleged corruption in the 
local police department. And the Chi- 
cago police scandal caused Mayor Rich- 
ard J. Daley to make a report direct to 
the people, produced by wepM-tv and 
carried on three other TV stations. 

At the state level, regular programs 
cover the life and times of governors 
everywhere, such as California Governor 
Brown’s thoughts on capital punishment 
(“The Governor Makes News” on RCA, 
Los Angeles), or the once-a-month re- 
ports of Ohio Governor Michael G. Di 
Salle, which started at the end of May on 
WLw-T, Cincinnati. On wwy-tv, Detroit, 
Michigan Governor G. Mennen Williams 
proposed his state tax revisions. 

Nor do the citizen’s local representa- 
tives on the national level escape the 
viewers’ gaze, as in the regular series of 
wGn-Tv, Chicago, “Your Senators Re- 
port,” wherein Midwestern legislators 
discuss major legislation in Washington. 
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“Know Your Candidates,’ KOOL-TV, Presidential primary, wsaz-n 
Phoenix Huntingion, West Virgin 


Presidential primary, w1MJ-Tv, Milwaukee 


Senator Javits, “Searchlight,” WNBC-Tv, 
New York 





DIRECT LINE 





Meyer 
ROStRT F WAGNER 





Mayor Robert Wagner, “Direct Line,” 
wnBc-Tv, New York 








Governor Di Salle, wLw-tT, Cin- Vice president Nixon, “Open 
cinnali End,” wnta-tv, New York 


Precinct captain or Presidential aspirant, 
dog catcher or district attorney—stations’ 
cameras tracked this year’s political can- 
didates from the backwoods of West Vir- 
ginia to the steamy political wards of 
south Chicago, clarifying issues and por- 
traying the contenders in terms of local 
3 community problems. 

Ly, WSAZ1 Mayor Daley and Chicago police scandal, For three months, a special news team 

st Virgin wBBM-Tv, Chicago from wssn-tv, Chicago, labored to pre- 
pare ‘Beat the Drums, an hour-long 
documentary comparing the present Illi- 
nois state primary election system with 
the old state convention system of select- 
ing candidates. To catch the election- 
ecring spirit, the program covered 
torchlight parades, pep meetings and 
interviews with politicians in action. 

To preview candidates’ qualifications 
during each election season, KOOL-Tv, 
Phoenix, in its “Know Your Candidates” 
series, originates 25 five-minute segments, 
divided between the two political parties 
for airing their views, with the odd seg- 
ment introducing the series. 

National interest in the Presidential 
primaries this year put a premium on 
local stations’ election coverage. WSsAz, 
Huntington, supplemented its Charles- 
ton news staff with over 60 people to 
cover the Humphrey-Kennedy contest 
with direct reports fed to the station by 
correspondents in each of West Virginia’s 
55 counties. A press conference in prime 
time with both candidates highlighted 
several special telecasts by wrmj-tv, Mil- 
waukee, to keep Wisconsin voters up to 
date during the Humphrey-Kennedy race 
in that state. 

And to translate national develop- 
ments into local terms, The Corinthian 
Stations planned to send a 13-man team 
to the July Presidential conventions to 
supplement CBS-TV’s regular coverage. 





































COMMUNITY 
LIFE AND 
PROBLEMS 


~\ ociAL historians seeking the current issues in Ameri- 
Ss can community life might well review station pro- 
mming in the past year. For local coverage is a living 
xd of such major community problems as racial ten- 





the transit tangle, the future of the senior citizen, 
lequacy of school facilities, even the effect of jet 
se on tempers and real estate values. 
Raising their collective voice in community affairs, 
ions editorialized on all aspects of local life: Ralph 
Renick, vice-president of news at wrvj, Miami, cam- 
med for a crime cleanup in that city; wBz-Tv, Bos- 
n, pushed for an increase in college teachers’ pay; 
su-TV, New Orleans, vigorously supported the local 
01 board’s request for moderate tax increases. 
Dope addiction or desegregation, stations documen- 
them all. In ‘Desegregation: Charlotte,’ wss, At- 
a, offered a 30-minute study of the three-year-old 
xration program in Charlotte, N.C., posing the 
iestion of whether Atlanta would choose the peaceful 
roach of Charlotte or the violence of Little Rock’s 
days of integration. Last fall, wNsec-rv launched 
Project New York” to probe the explosive problems 
he world’s largest city. 
erowing number of regular weekly local programs 
devoted to community problems. ‘Are California 
spitals Victimizing the Public?’ asked kcra, Los An- 
on “California Report.” ‘Can Culture Survive in 
roit?’ was one topic on wjBK-Tv’s “Detroit Speaks”’ 
s. And ‘Crime in Public Housing’ was tackled by 
X-TV on its “Eye on St. Louis” programs. Contrib- 
to the daily dissemination of community news, 
jurse, are the service shows such as “Good Morning 
Memphis,” wrec-tv, “Home Fare,” WwrGs-Tv, 
” weco-Tv, Minneap- 






New York: ‘Harlem: A Self-Portrait, wcss-tv 


nectady, “Around the ‘Town, 
‘Noon,” wsM-tTv, Nashville. 
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San Francisco: ‘The Jet Noise, Kpix 


Philadelphia: Farm problems, 
WCAU-TV 


Spokane: “Community Profile” 
ries, KREM 





if 


“Community Profile,” a 
documentary series on 
KREM, Spokane, explores 
the history, economy 
and geography of 100 
communities in the sta- 
tion’s market. WCAU, 
Philadelphia, has its 
own greenhouse and 
barn full of animals, 
uses them on “The Bill 
Bennett Show” to graph- 
ically illustrate the mar- 
ket and weather reports, 
crop and gardening in- 
formation for both farm- 
ers and city dwellers. 











the 7 Fe 


Minneapolis: “Around the Town,” weco-tv 


Washington: “Our Beautiful Potomac,” wrc-Tv Omaha: “Hidden City” series, 


Going behind closed doors to cover little-known aspects 
of community life, Kmrv, Omaha’s “Hidden City” se- 
ries, in ‘Rescue in Muskedoodle Land,’ studied the 
city’s Open Door Mission and its fight against alcohol- 
ism, and in “Patrol Car Eight,” documented the night 
duties of two Omaha cruiser officers. Beatniks and gang- 
sters in boxing preoccupied two of wriL-Tv, Philadel- 
phia’s “Eyewitness” programs. wrc-tv’s “Our Beautiful 
Potomac’”’ tries to arouse community interest in one of 
Washington’s worst problems, pollution of its historic 
river. - 

To acquaint citizens with local business opportunities 
and problems, stations such as wrHI-Tv, Terre Haute, 
have presented officials from the chamber of commerce. 
And last year, KDKA-Tv’s “Decision” series, sponsored by 
the Chamber of Commerce of Greater Pittsburgh, 


er 
New York: “Strangers in the City,” . : ‘ New 
shige delved into some of the most important economic and Scho 

social issues of the day: ‘Inflation,’ ‘Unemployment’ and 


‘Mass Transit.’ 








’ series, 








The problems and progress of public 
education are universal programming 
themes at the station level. wrar-tv, 
Norfolk’s “Tidewater Viewpoint” series 
on community problems tries to pro- 
mote better school-public understanding. 
“Let’s Look At Learning,” a half-hour 
series on weia, Champaign, Ill, illus- 
trates all phases of education. KMox- 
tv, St. Louis’ “PS#”? series presents 
courses for people of all ages who have 
not completed high school. wrop-tv, 
Washington’s “City Side” series recently 
queried three school superintendents on 
what’s being done to maintain the in- 
terest of above-average students. On 
“Your Money or Your Child,” wHen-tv, 
presented the Syracuse Board of Educa- 
tion’s 1960 budget requests. WNEM, Sagi- 
naw, Mich., featured 20 programs deal- 
ing with the problems of school districts 
in the area. Five safety in schools is an- 
other important subject, as in KRON-TV, 
San Francisco’s ‘Trial By Fire’ documen- 
tary and WNBQ, Chicago’s special report 
on fire safety following a school blaze 
which took 90 lives in that city. 
KMTV 
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Atlanta: “The 4-H Hour,” WAGA-TV “Spotlight on Bat 


Oklahoma City: “Farm News and Markets,’ KWTv 


i | 
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New Orleans: “Know Your 
Schools” series, WDSU-TV 


Syracuse: “Your Money or Your 
Child,’ WHEN-1V 
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on Rouge,” WAFB-TV 









Cincinnati; Public parks, WKRC-TV 


Michigan: the St. Lawrence Seaway, WNEM 





San Francisco: “The Face of the City” series, KP1ix 


COMMUNITY PLANNING 


AN We Have Both Cities and Automobiles?’ ‘This 
C question, posed on w6n-Tv, Chicago’s “Your Right 
to Say It” series, is one aspect of what has become a 
major subject for stations and a critical problem in 
American community life: adequate city planning to 
handle the related effects of transportation changes, the 
population explosion and suburban growth. 

wBz-rv, Boston’s award-winning editorial documen- 
tary, “Sick Transit,” presented the case for a more efhi- 
cient rapid transit system in Greater Boston. As part 
of its “Assignment Four” series, KRON-Tv, San Francisco, 
charted the growing pains created by population growth 
in Marin County. Kprx, of the same city, probed the 
problems of urban renewal in its “The Face of the City” 
series, an evaluation of San Francisco’s future. To 
arouse community interest in Cincinnati's park system, 
WkRC-TV offered the “Tommy Bartlett Water Show” as 
a free entertainment feature for the public at the city’s 
largest park, wNEM, Saginaw, Mich., analyzed the in- 
pact of the St. Lawrence Seaway and wjJxt, Jackson 
ville, devoted a special to a new expressway system. 
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St. Louis: “Time and St. Louis” 


Pittsburgh: “The Pittsburgh 
Rebel,” KDKA-TV 


ston: “Today at Home,” wez-tv 


Pe id 
Memphis: Gardening and home Schenectady: “Home Fart, 
problems, WREC-TV WRGB 











Po 


KMOX-TV 


The men and events which shaped a 
community's history, and perhaps that 
of the nation, offered television stations 
some outstanding opportunities for qual- 
ity programming in the past year. In 
honor of the sesquicentennial of his 
birth, wens-tv, Columbus, dramatized 
the influence of Ohio and its people on 
Abraham Lincoln during his visits there. 
KMOX-Tv’s “Time and St. Louis” traced 
that city’s history up to today. A 90- 
minute spectacula r by KHOU-TV, Houston, 
featured the placing of a time capsule, 
supplied by the station to mark San 
Jacinto Day, the annual celebration of 
the battle that ultimately led to the 


Omaha: “lames, Fury and Firemen,’ wow-rv 


acquisition from Mexico of what is now 
one-third of this nation’s continental ter- 
ritory. To salute the Pittsburgh Bicen- 
tennial, KDKA-TV produced several his- 
torical dramas. Among them: “The Pitts- 
burgh Rebel,” a recreation of the color- 
ful life of Hugh Henry Brackenridge, 
an early Pittsburgh lawyer who helped 
shape the city’s growth. The history and 
present customs of many ethnic groups, 
from the Hungarians to the Scotch, is 
the theme of wrak, Pittsburgh's “The 
Family of Man” series. To celebrate the 
100th anniversary of the Omaha Fire 
Department, wow-tv turned out a docu- 
mentary, “Flames, Fury and Firemen.” 





‘Crime and Apprehension, weavu-tv, Philadelphia 


LAW ENFORCEMENT 


\ 3 p.m. one day this past March at the State Peni- 


Tenn., two convicts seized 
wsM-Tv of that city had 
cameras within prison walls, videotaped the siege all 
rough its 25 tension-packed hours. 
[his is only one example of stations’ constant cov- 


tentiary in Nashville, 


hostages. By late evening, 


ige of crime, law enforcement and the workings of 
\merican judicial process. KpIx, San Francisco, in 
analyzed the relation of crime 
(‘The Calculated Risk’) and a citizen’s 
isic rights during a murder trial (‘A Life in the Bal- 


vo separate studies, 
d insanity 


ice’). KFMB-Tv, San Diego, looked into the pros and 
ms of capital punishment. waFB-Tv, with the Better 
susiness Bureau of Baton Rouge, keeps viewers posted 


on current frauds and rackets in the community. In 
Oklahoma City, kyw-tv has exposed a phony inves 


ment scheme involving flying saucers and run 10 spe 


cial programs covering the pros and cons and eventual 
repeal of the state prohibition law. 


By constructing a fictitious robbery-murder of a g 1 


cery store clerk, wcau-tv, Philadelphia, offered a spe 
‘Crime and Apprehension,’ of the Philade 
phia Police Department. “The Sex Offender: A Stut 
was another of the station’s major criti 


cial study, 


In Violence’ 

studies. 
More than 800 phone calls and some 2,000 letters 

were the partial result of KNxtT, Los Angeles’ hour-long 


documentary, ‘Hell Flower,’ on dope addiction. 
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‘The Saucer Story, 
wky-Tv, Oklahoma City 


‘Human Rights—Whose Responsibility?, 
wtMyj-tv, Milwaukee 


‘The Role of Law in Modern Society, Convicts’ rebellion in state peni- 
“Detroit Speaks,” wjBK tentiary, WSM-Tv, Nashville 


rity. 
invest 
10 spe 
ventuai 


of a gt0e 
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“Youth Bureau,’ wxyz-tv, Detroit 


‘The Sex Offender, wcav-tv, 
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0 | Philadelphia 


our-long 
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‘Dead Stop 





vE-Tv, Fort Wayne, Ind. 
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“Sig rhre e,” WLW-T, “Wanted,” kpHo-Tv, Phoenix Traffic Safety, wx, Detroit “Stop or Go,” WO Dri 


Chicago WLY 








LAW ENFORCEMENT: PROMOTING TRAFFIC SAFETY 




















ACH and every year for the past three, at least Recreated traflic court cases are set in a replica of an 

37,000 persons have lost their lives in traflic acci- actual courtroom in KABCc-rv, Los Angeles’ ‘Traffic 
dents in the United States. ‘To cut the death toll and Court.” Edgar Allan Jones, Jr., professor of law at | 
instill a greater sense of safety in their viewers, stations UCLA, presides, with actors taking the parts of plain- | 
have employed what has become virtually a television tiffs, defendants and witnesses. ‘The prosecuting and | 
wadition, the traflic safety program. No matter how defense attorneys are members of the bar. ‘To assure | 
prosaic, the traflic safety program is one of the most complete authenticity, the producers have consulted 
outstanding station efforts from the standpoint of seri- with and have the endorsement of the City Attorney’s | 
ous intent. Office and the Los Angeles Police Department and have 

As part of the drive by the Allen County Seat Belt retained several attorneys for expert advice. 

Committee and the Indiana State Police to encourage “Nothing in the 19-year history of the Greater Los | 
the use of seat belts in Indiana, the wANE-tv News Angeles Safety Council has created as much interest in 
Department produced a special half-hour show titled, traffic enforcement as KABC-Tv's “Traflic Court,’ ” says | 
Dead Stop.’ ‘To dramatize the effect of a high-speed J. T. Blalock, president of the Greater Los Angeles 
crash, wBz-Tv, Boston, dropped an automobile from a Chapter of the National Safety Council. “‘Trafhic 
60-foot elevation on to concrete. Court” has been on as a network show. 











' ~ \ 
“Traffic Court,’ KAsc-tv, Los An- 
geles 








Above and _ below, 
auto smashup on 
‘Safety Crash, wez- 
tv, Boston 














Renewing license plates, wKRc, 
Cincinnati 


‘Driver of the Week, “Two Wheel Cop,” wri-tv, Phila- 
WLW-C, Columbus, Ohio delphia 















HEALTH 
AND WELFARE 


was in 1944 that Robert K. West, 49, ap- 
peared before the —Tacoma, Wash., draft 
ird and discovered he was losing his sight. 


fteen years later, and in the presence of 


é 


viewers of KIRO-Tv, Seattle, he regained 
ision and went back to work. 

his story, documented after 14 months of 

paration by the station, with a corneal 

isplant as its outstanding sequence, is one 

ication of the kind of local programming 


tions are producing to keep the public in- 
med of the treatment of disease, and its 


ention as well as other health and social 


blems. 


Graphically, and with painstaking effort, 


ons outline the symptoms and treatment 
such diverse killers as heart disease, can- 
and polio. A good example is wss, At- 
a’s “The Story of Warm Springs,’ on “The 


ad Back,” which presented the inside story 


he rehabilitation of polio victims. 





‘The Priceless Gift, Kiro-tv, Seattle 











Reese 


“The Road Back,’ wss-tv, Atlanta 


‘Artery Reconstruction Surgery,’ KRON-TV, 
Francisco 


‘A Corneal Transplant, “Eye on St. Louis,” 
KMOX-TV 


‘Lifeline,’ wtvt, Tampa 


To help the April drive of the Michigan Cancer Foundation, 
wwjJ-tv, Detroit, presented a special half-hour documentary 
showing the extensive research and the program of education 
and service being carried on by the Detroit Cancer Center. Sta- 
tions have done much to vitiate the fear and hysteria that entraps 
many victims of serious diseases such as cancer. Such was the 
purpose of kpix, San Francisco’s ‘Lung Cancer’ documentary. 
‘Lifeline, produced by wtvt, Tampa, chronicled the operation 
for replacing one of the upper valves of the heart. 

‘Lung Cancer: Surgery and Ra- 

diation, «pix, San Francisco 











Texas Medical Center, kerc-tv, Houston 


‘Standing Rock Uncensottl, 








ensored, 








Kstp-1v, Minneapolis-St. Paul 
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One out of cucry 10 Americans, 
according to current statistics, do 
or will suffer from mental dis- 
orders; and every other hospital 
bed in the United States is occu- 
pied by a mental patient. These 
facts have not been lost on the 
stations across the country which 
have contributed heavily to analyz- 
ing the diagnosis and recovery of 
mental patients, as in KMOx-Tv, St. 
Louis’ “The Changing Mind” 
series, or WBz-Tv, Boston’s special 
discussion program on juvenile 
mental problems. 

To help viewers avoid the road 
to mental problems, WNEw-tv, New 
York’s report on nervous tension 
was devoted, in part, to showing the 
audience how to relax and main- 
tain a safe “emotional cruising 
speed,” In fact, the program tried 
to show how tensions of modern 
life can be made to work for in- 
stead of against those who have 
them. 

And major social problems come 
under the local television camera 
eye. Either the crises faced by the 
nation’s senior citizens, or various 
population groups, have been the 
subject of local television. After 
KstTp-Tv, Minneapolis-St. Paul did 
a story on the Sioux Indians in its 
area, 13 tons of food were flown to 
the hungry Sioux families on the 
Standing Rock Indian reservation, 











(HE ARTS 
ACROSS AMERICA 


SW 7 HETHER it be the riches of great museums in Bos- 

W ton, Chicago or Los Angeles, the music of sym- 

orchestras in Kansas City, Houston or Phoenix, 

| art exhibit in North Carolina aimed at inspiring 

talent, America’s cultural wealth and vitality pro- 

stations across the country with some of their most 
ulating moments. 

‘tions’ increasing coverage of the arts—painting, 

c, the dance, drama, literature and sculpture—un- 

rscores local television’s ability to broaden the hori- 

of the individual viewer as well as help him redis- 

the cultural opportunities afforded by his own 

munity. Typical is wHas’ “Louisville Adventure” 

s, produced at various times through the year, ex- 

ring the cultural life of the city, from a rehearsal of 

Louisville Orchestra, a string quartet concert, to the 

k of the Children’s Theater and the Junior Art Gal- 


sé 


in that city. 

veral stations combine coverage of the local cul- 
il scene with discussions of the artistic and creative 
blems presented by twentieth century society. KMOX- 
St. Louis, launched such a series, ““Montage,”’ in 
|. The subjects, ranging from Picasso to glass sculp- 

are produced in cooperation with local organiza- 

such as Washington University, St. Louis Uni- 
ty, the St. Louis Symphony Society, the St. Louis 
lic Library as well as local theater and dance groups. 
of the missions of “Montage” is to present the cul- 
| contributions of folk and regional art, whether it 
lain story-telling or the history of the showboat. 

ie state of the creative man and performer in 
rica inspired an unusual series this season on KPIX, 
Francisco. Its ““Expression”’ programs explored the 
lems of creative people through their own words 
actions. Actors, painters, writers, musicians and a 
edian were given the opportunity in separate pro- 
ns to express their individual creative philosophies. 


‘Picasso and Poetry’ on “Montage,” KMOx-Tv, St. Louis 
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Local art experts and 
resident scholars meet 
the masters, old and 
new. The result: pro- 
grams ranging from 
weekly discussions of 
religious paintings by 
a Presbyterian minis- 
ter on KFMB-Tv, San 
Diego, weekly anal- 
yses by Southern Calli- 
fornia artist Lorser 
Feitelson on KRCA, 
Los Angeles, and that 
station’s new ‘series, 
“Harvest of American 


¥ 


Literature,’ wherein 
Dr, Frank Baxter re- 
lates art and history. 
Art exhibits included 
a colorcast of a 
Gauguin collection 
by wnsg, Chicago. 


Shown on the page 
at left, “Feitelson on 
Art,” Krca, Los An- 
geles; Gauguin exhi- 
bit, wNBQ, Chicago at 
top right; at bottom 
left, “‘The Master's 
Hand,” KFMB-tTv, San 
Diego; and at_ bot- 
tom right, “Harvest 
of American Litera- 
ture,’ KRcA, Los An- 
geles. At right: Schol- 
asti¢ art awards, 
WFMy-Tv, Greensboro, 
North Carolina. 
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Kansas P imonic, KCMO-TV 


Phoenix Symphony Orchestra, KPHO-TV 


Great Music From Chicago, WGN-TV 








rreensboro 





WFBM-TV 


Bach or Brubeck? Such is the broad 
musical repertoire stations across the 
country offer every level of age or brow. 
One of the most ambitious undertakings 
of this kind is wGn-tv’s Peabody winner, 
“Great Music of Chicago,” featuring the 
Chicago Symphony Orchestra under 
Fritz Reiner and guest conductors. With 
commentary by the veteran Deems Tay- 
lor, America’s third oldest orchestra has 
presented in Sunday prime time every- 
thing from the classics to pop concerts, 
from jazz to Broadway show tunes. 

In some cases stations have under- 
written the cost of a complete musical 
production: wetv, Charlotte, North 
Carolina, did just that in the Charlotte 
Music Club’s presentation of Hadyn’s 
‘Messiah’ this spring. Music has also 
given advertisers as well as stations cer- 
tain recognition for public service activi- 
ties. A series of hour-long programs by 
the Hartford (Conn.) Symphony Orches- 
tra, telecast by wric-tv, won for the 
Aetna Life Affiliated Companies “The 
Silver Anvil,” the top national award 
for community relations during 1959, 
presented by the American Public Re- 
lations Association. Some local shows are 
designed to give mass exposure to small 
groups of accomplished artists, as in the 
appearance of New York’s Juilliard 
String Quartet on wnec-tv’s “Recital” 
series in April. Others integrate musical 
presentations into educational series, as 
in the performance on kprc-tv, Hous- 
ton, of that city’s 85-piece orchestra as 
part of “World of Adventure,” an edu- 
cational series which features Encyclo- 
pedia Britannica film material. 








m turns art patron, as stations 
or commission original works 
and performed by members of 
nmunity, or launch such highly- 
ed dramatic productions as “The 
The Week.” Last fall, WAVE-Tv, 
lle, telecast the 90-minute world 
re of ‘Beatrice,’ an original opera 
ssioned by the station for dedica- 
f its new Radio and Television 
Members of the Kentucky Opera 
ition, accompanied by the Louts- 
Orchestra, performed the three-act 
In Oklahoma City, Kwtv presented 
er, one of three original ballets 
n, scored and produced by the 
n’s staff, with the local Ballet Thea- » “$3 
chool supplying choreography and oa 8 *, eit a ee cancel 
mers. And in January, the Na- 2 ered ad 3 “Reading Out Loud,” Westinghouse 
Grass Roots Opera, a_ touring 
e, founded and headed by A. J. 
er, president of wrat-tv, Raleigh, 
gave prime time viewers of the 
an example of Italian buffo- 
Donizetti’s ‘Don Pasquale,’ 
al television also has taken some 
programming steps to put the 
1 perspective and encourage a rev- 
for the intellectual process. High 
1 students comprise the workshop 
nce which discusses the weekly 
ngs of “The American Musical «Thieves Carnival; “The Play of the 
ter,” produced by wess-tv, New Week,” wnta-tv, New York 
with the New York Board of Edu- 
tracing the history of theatrical 
over the past 100 years. And out- 
ling Americans read their favorite 
to children and adults on “Read- 
Out Loud,” the series produced by 
nghouse Broadcasting with the 
can Library Association to help 





this dying family tradition. 
ill local television’s contributions 
cause of the arts, one of the most 
tant is the critical dialogue over 
fate of creative work, past and pres- 
nat many of its programs offer. 
ther it be an analysis of greatness 
in Episcopalian minister, an inter- 
with Carl Sandburg, actors and 
sion playwrights discussing their 
bles or a literary critic such as Stuart 
| appearing every morning ON WBKB, 
igo, the cumulative effect is one of 
fant intellectual ferment on local “Meaning of Greatness,” Kyw-tv, Cleve- Carl Sandburg on “Viewpoint,” Nxt, / 
ns across America. land , Angeles 





Louse «e . . 
The American Musical Theater,’ wcss-tv, New York 


Concert pianist John 
Crown on “Keynotes,” 
KNxT, Los Angeles, Cal. 





Critics and actors on “Open End,” wnta-tv, New York ‘Gusher, kwtv, Oklahoma City 


‘Beatrice, an original opera, WAVE-Tv, Louisville 
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”? KNKXT, l 
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Swarthmore, a par- 
ticipating college 
on “The Univer- 
sity of the Air,” 
Triangle Stations 


EDUCATION 


N investment in knowledge pays the best interest.” 

The words once spoken by Benjamin Franklin well 
express the philosophy behind the increasing amount of 
time and money that television stations across the 
country have devoted to educational programming. 

From lessons in languages and political theory for 
grade school pupils to courses in nuclear physics for 
adults, T'V has dispensed a vast variety of knowledge at 
every age level. Some programs, such as k1Ro’s “Golden 
Rule School,” filled serious gaps in the community: the 
Seattle station's five-mornings-a-week show for five-year- 
olds was inaugurated after a local election failed to ap- 
prove the extra money that the public school system re- 
quired to continue its kindergarten classes. 

College courses on ‘T'V are by now almost the rule. 
Triangle Stations’ “The University of the Air,” a pio- 
neer and particularly extensive undertaking, has broad- 
cast well over 200 full courses in its 11 years of existence, 
drawing its teachers from 27 colleges and universities. 
The programs originate live on wFiL-tv, Philadelphia, 
are carried via tape by the other ‘Triangle stations: WNBF, 
Binghamton, wrsc, Altoona, wNHc, New Haven, wLyH, 
Lebanon, KFRE, Fresno. 

Many stations made education more palatable with 
intriguing formats or lecturers who have a touch of 
vaudeville in them. For instance, “Out of ‘This World,”’ 
produced by wsBBn-tv, Chicago and aired by other CBS 
o-and-o stations under the network’s Public Affairs Ex- 
change, meted out technical scientific information. ‘The 
series’ lecturer, Dr. Daniel Q. Posin of De Paul Univer- 
sity, did a little jig to illustrate the sensation of relative 
weightlessness that a moon explorer might experience. 
During another discussion, Dr. Posin asked rhetorically, 
“Now what if the man can’t get back from space?” 


summed the situation up, “Well, that’s show business.” 
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witli, Milwaukee “One O’Clock Scholar,’ WHEN, 
Syracuse 








“Lab 30,” 
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“Animaland,” waxsc, New York 
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A dramatization of ‘The Three Little 
Pigs’—in French and acted by a group 
of grade school pupils, on “Let’s Speak 
French,” wjz, Baltimore ... 

Sixth graders staging a mock Presiden- 
tial primary, debating the labor, farm 
and civil rights records of Nixon, Ken- 
nedy and Humphrey, on “Wonderama,” 
WNEW, New York... 

These were but two of the appealing 
ways that television whet our children’s 
appetite for knowledge. Some programs, 
like “Animaland,’ wasc, New York, 
masked education in entertainment. In 
contrast, there were the intensive courses 
in the arts and sciences that numerous 
stations broadcast direct to classrooms— 
series such as wrix’s “Regents Television 
Project” in New York, kcmo’s “Tele- 
school” and woar’s “Let’s Learn,” both 
Kansas City, Mo. 

Educational programming reflected the 
vast curiosity and diverse interests of 
youth. Adolescents got a course in Rus- 
sian On WHEN’s “One O’Clock Scholar,’ 
Syracuse. Dayton’s wLw-p taught grade 
school age children how to type. West- 
inghouse Broadcasting Company’s “Lab 
30” —ten programs carried by the five 
WEC stations—explores such wonders as 
atomics and electronics in hopes of in 
spiring gifted students to pursue scien- 
tific careers. Pint-sized repertory players 
acted out scenes from children’s litera- 
ture on “Bookworm Playhouse,’ witi, 
Milwaukee. And wiw-i's “Kindergarten 
College” introduced tots to mammals and 
music, the last with the help of members 
of the Indianapolis Symphony Orchestra. 

Teachers, at least in Cleveland, came 
in for their own TV lessons. On “Tomor- 
row’s Learning—Today,” Kyw presented 
an eight-week course in new ways to teach 
mathematics, a_ project designed to 
shorten the time lag between new teach- 
ing methods and their application. 
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“Regents Educational Project,” wrix, New York 





“Tomorrow’s Learning—Today,” kyw, 
Cleveland 






“Let’s Speak Fren 
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ch,” wjz, Baltimore 


“Wonderama,” wWNEwW, New York 
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“The American Civil War,” Westinghouse Broadcasting Company 


b pect 
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“The World At Large,” keno, Phoenix 


The pessimist who concluded that you 
can’t teach an old dog new tricks was 
proved far wrong by the hordes of eager 
adults who rose with the roosters for 
TV’s many brain-teasing college courses, 
such as “Sunrise Semester,’ now “Sum- 
mer Semester’ on wess-tv, New York. 
Mingled with book-cracking courses 
like Russian, taught on wews, Cleveland, 
and in Washington D.C. on wrop’s 
“Classroom 9,” winner of a McCall’s 
award, was plenty of informal education. 
In Detroit, armchair travelers were led 
on a “World Adventure” through for- 
eign countries by wxyz. Phoenix’s KPHO 
explored “The World at Large’—from 
atomic energy to zoology. “The American 
Civil War’ was recreated with 3,000 
Mathew Brady photographs, a 13-part 
series carried by Westinghouse Broad- 
casting’s five television stations. 


“Introduction to Russian,’ wews, Cleveland 


“Summer Semester,’ wcss-tv, New York 
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“Foundation for Judgement,” krca, Los Angeles 





“Learning ’59 and ’60” knxt, Los Angeles 





“Great Books,” woat, San 
Antonio 
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ult Reading,” weir, Knoxville 





“Blackboard to Life,’ wrvp, Durham 


Television’s teaching hand opened new 
vistas and enlarged existing ones. In 
Durham, wrvo's “Blackboard to Life” 
taught reading and writing to illiterates, 
as did similar courses on weir, Knoxville, 
and wry, Greensboro. At the same 
time, WoAl in San Antonio explored the 
riches of English literature and philoso- 
phy in its “Great Books” course. And 
Seymour Riklin of Wayne State Univer- 
sity analyzed the contemporary novel on 
wyBk, Detroit’s “TV College.” 

Television worked at building both the 
mind and the body: music, math and 
muscle-building through gymnastics were 
part of the curriculum of “Learning 759 
and ’60,” KNxT, Los Angeles. 

Television raised and answered ques- 
tions: “Why Is It So?”’—produced by 
KNXT as part of the CBS Public Affairs 


Exchange—shed light on the mysteries of 
physical laws. Sometimes TV’s questions 
touched on the controversial: “Is man 
descended from the ape?” asked one epi- 
sode of KMox’s “Eye on St. Louis” series. 

Television also indulged in self-anal- 
ysis: on WweEws, Cleveland, Dr. Louise 
Bates Ames, research director of the 
Gesell Institute, discussed the effects on 
children of such television phenomena 
as sex, westerns, violence and commer- 
cials, 

wyw-tv, Cleveland offers a_ regular 
course on “Family Life’ from the 
teenage years to grandparenthood. 

Sunday afternoons on kRCA, Los An- 
geles, panels of noted educators gathered 
to discuss the importance of education 
and how it is disseminated by Southern 
California’s colleges. 
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RELIGION 


1 SPECIALLY in these days of extreme world tension, re- 


‘Messiah, woar, Kansas City 


ious belief stands out as one of man’s most critical 
Belief must of course be preceded by knowledge 
derstanding. Be it through simple sermons, Bible 
for children, examination of the world’s faiths, 
of sacred rituals, TV stations have done a com- 
ible job of bringing this vital knowledge and un- 
ding to the public. 
notable and worthy trend is the growing number 
faith programs. One such, “To Promote Good 
on WBAL, Baltimore, each Sunday presents a 
minister, priest and rabbi who together discuss 
itive questions of religion, morals and _ ethics 
by a panel of college students. Last year, ‘To Pro- 
Good Will” was cited the outstanding religious 
by Ohio State University’s Institute for Radio- 
(he programs are being translated and broadcast 





| the iron curtain by the Voice of America. ; ‘ 
“To Promote Good Wit wa 
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Consecreation of Auxiliary Bishop of Providence, WJAR 







“Faith of our Children,” xrca, L. A. 






“Pasadena Cnurcn Concert, wTtv, 
Tampa-St.Petersburg 











From sacred rituals to faith among the 
beat generation, TV probed religious 


themes. In ‘Why is a Nun?’ wuc, Pitts- | 









‘Why isa Nun?’ wue, Pitisburg burgh, recorded the hushed majesty of 
a girl taking the vows as a Roman 
Catholic sister. 

And in quite a different mood, kPIx’s 
‘Against the Stream” documented the 
work of the Rev. Pierre Delattre, whose 
unique Bread and Wine Mission serves 
San Francisco’s beatnik colony. Poetry 
readings were included, 

KPIX, one of the many stations that 

presented religion to young people in 
imtriguing ways, featured a rock ’n’ roll 
personality reading Bible stories on 
Storytime.” KRcA, Los Angeles, re- 
cruited actresses such as Dale Evans to 
preside over its Bible series, “Faith of 
sur Children.” 

Music, so much a part of religion, rang 

= | out in a performance of Handel's ‘Mes- 
FATHER DUNN siah’ on wwar, Kansas City. The com- 
- pletion cf the Pasadena Church of St. 
Petersburg was celebrated by a concert 
of religious music, carried by WTTV, 
Tampa-St. Pete:sburg. 
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WORLD AFFAIRS 


HRUSHCHEV on a farm in Iowa . . . Castro at Harvard . . . Ameri- 
cs TV newsmen in Moscow, Paris, New Delhi, Istanbul . . . 
felevision brought the world into the livingroom, extending the indi- 
idual citizen’s insight far beyond the boundaries of his community into 
ie realm of national and international affairs. When world figures came 
» the U.S., TV cameras were at their elbows, supplementing network cov- 
ve with local orientation of national and international developments. 
Improved international relations was the object of much local program- 
Ling. Five members of the Soviet delegation to the U.S. explained Russia’s 
osition on various areas of East-West disagreement on “Open End,” 
vra, New York. San Francisco mayor George Christopher's good-will 
rip to Russia was taped and telecast by Kron. On “Common Ground,” 


id 


vBBM, Chicago, foreign exchange students discussed America’s image 


broad, a subject also explored by moderator Eleanor Roosevelt and guest 
panelists on “Prospects of Mankind,” wNew, New York. 


viet delegates to the U.S. with David Susskind, “Open End,” wnra, New York 


National personalities like missile expert 
Wernher Von Braun and legions of US, 
Senators brought world affairs to the 
grass roots. The Fifth Amendment, anti- 
Semitism, defense, segregation as de. 
scribed by leaders of the lunch-counter 
demonstrations on ‘The Right to Sit; 
wnew, New York were just a few of the 
many national issues which were inter 
preted for the local audience. 

Provocative debates on a raft of sub- 
jects came from the talkathons; wnta’s~ 
“Open End” and “At Random” on— 
wBBM, Chicago. The latter made a point 
of gathering guests with diverse interests 
for each show, wound up with combina 
tions like James Hoffa, Victor Borge and 
Professor Kermit Eby, formerly research 
director of the CIO. 
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Khrushchev at Roswell Garst’s Iowa Lord Clement Atlee on “Close-up,” 
farm, KMTV, Omaha KMox, St. Louis 
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. . . 
Fidel Castro at Harvard, “Youth 
Wants to Know,’ wez, Boston 
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Sen. John Kennedy, “Focus on World Affairs,” 
wic, Pittsburgh 








“The Right to Sit,’ wNeEw, 
New York 


“Prospects of Mankind,” 
wNEw, New York 





“At Random,” wssM, Chicago 





Istanbul, wews, Cleveland 


London, woar, Kansas City, Mo. 


Pi ee ; am _ 
Paris, KRCA, Los Angeles 
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Vew Delhi, kwtv, Oklahoma City 








OVERSEAS COVERAGE 


OLLOWING the cardinal rule of good reporting, sta- 
B vicns sent their news personnel out into the field, 
literally to the four corners of the world. Bruce Palmer, 
news director of kKwrv, Oklahoma City, went along on 
President Eisenhower's |]-nation tour. A news crew 
from wews, Cleveland, sought an evaluation of the 
President’s trip by filming interviews with citizens in 
each of the countries on Eisenhower's itinerary. 
Newscaster Bill Leeds’ European tour for wpar, Kan- 
sas City, Mo., included a stop in Paris, where he fed 
daily reports of the explosive summit conference to his 
station, using the NBC wire facilities. From Los Angeles, 
KRCA’Ss far-flung Jack Latham landed in Western Europe. 
the Far East, Russia and the iron curtain countries. 
KTRK, Houston, sent six newsmen to Mexico City to 
gather material for 10 hours worth of programming. 
On-the-spot reports of such key areas as Africa, Mexico 
and Central America were provided by the “Dateline: 
UN” series. Carried on stations in almost all major cities, 
the series’ 13 half-hour programs were produced by the 
UN for the U.S. Broadcasters’ Committee on World 
Affairs. a public service association of stations. 


Ghana, “Dateline: UN” 
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‘Survival,’ KNxT, Los Angeles 


Prime Minister Nehru, “Assign- ‘Target U.S.A.,) KFMB-Tv, San 
ment,” Westinghouse Diego 


‘Norad Briefing, Kktv, Colorado Springs 








International political tension has turned the prospect 
of a nuclear war into a community affair. With hidden 
cameras, KNxT, Los Angeles’ documentary, ‘Survival’ re- 
corded public apathy toward possible atomic attack and 
what civil defense officials are doing about it. The threat 
of enemy missile attack from coastal waters highlighted 
“Target U.S.A.,’ KFMB-TV, San Diego’s story of anti-sub- 
marine warfare. Combatting an enemy air attack was the 
subject of ‘Norad Briefing,’ Kkrv, Colorado Springs’ tele- 
cast, the first of its kind, of an actual briefing given the 
North American Air Defense Command. To arouse 
public interest in the scientific rivalry of the United 
States and Russia, wprx, New York, led a group of inde- 
pendent and affiliated stations in the presentation of 
“The Race for Space.’ 

‘To some stations, public affairs programming means 
non-prime-time efforts to improve governmental regu- 
lations . . . to others, it represents a dedication to serving 
community needs. 

Typical of this responsible attitude is wcau-rv, Phil- 
adelphia, which has set up an independent Public 
Affairs Department with a four-man team of specialists 
in programming, public affairs, news and education, 
drawing from a pool of twelve writers and producers. 

wcau’s public service coverage cuts a wide path 
through the area it serves, with such programs as “The 
Big Blackboard,” live classroom lectures by leading 
educators; a daily farm show complete with its own 
barnyard animals; six hour-long programs on the cli- 
mate of free thought; “Caucus,” an attempt to clarify 
the relationship of politics to democracy; “Crisis In 
Education,” panel discussions among the presidents 
and key faculty members of the Philadelphia area’s 
eight universities; “Television Seminar,” college credit 
courses given by the University of Pennsylvania; “Face 
of Philadelphia,” candid camera examinations of Phila- 
delphia’s problems and accomplishments; “Shop Talk,” 
a vocational program for young people, introducing 
them to working representatives of industry; “What 
In The World?,” an unusual University Museum-affil- 
iated panel quiz on the antiquities of the world. 

In addition, wcau-tv has also produced throughout 
the year a number of special programs tied to specific 
issues, such as ‘Is It Deductible?,’ on the subject of tax 
returns, and ‘Crime and Apprehension,’ a documentary 
on the work of the Philadelphia Police Department. 

/ a And the record of this station is not the exception— 
i Space, wPix, eal pi Ma neither is it the universe. This portfolio then is some 
epee tae measure of the performance and most important, a 

. clear look at the potential. The motivating force be- 

hind the superior programming detailed in these pages 





presages a growing attitude of broadcasters toward the 


fulfillment of television’s role as a communications 
force in the public interest. END 














na. They will be seeing the real thing from the inside, when the Democratic National Convention st 
.rd-winning reporter-commentators, Chet Huntley and David Brinkley, will provide network conventio! 


just as they will at the Republican National Convention in Chicago. But, to the people of Los Angel 





THE 
CONVENTION 
IS A 

LOCAL EVENT! 

















MODEL COURTESY WELTON BECKET & ASSOCIATES, ARCHITECTS & ENGINEERS 


#'¢ Democratic Convention is more than a national and international event. It is a 
arisfical event. That’s why KRCA’s own award-winning news team will be there, bringing 4 R 


CONTINUING BRAND STUDY NO. 46 











BASED ON 1500 INTERVIEWS IN CHICAGO, NEW YORK, LOS ANGELES 


Prell takes most honors in commercial recall 
and use. Bufferin leads in recall and Hamm’s 
beer is tops in use in two major markets. 


ELEVISION MAGAZINE’S latest brand study in the three 
T top markets finds that Procter & Gamble’s Prell out- 
inks all other shampoos in recall in New York and Chicago 

| in use in Chicago and Los Angeles. Colgate’s Halo did 

idge Prell into second place to take top recall honors in 

Angeles, and Breck has held a firm grip on its usage 
leadership in New York. But since October 1959 when sham- 
were last surveyed, Prell substantially increased its 
entage of recall in Chicago and New York and upped its 
centage of use slightly in all three markets. 

\mong headache remedies, Bufferin retained its recall 

idership in New York and Chicago, tying with Anacin for 

t place in Los Angeles. As in October, Bayer aspirin out- 

ipped competitors in usage in New York and Chicago and 

» captured the top spot from Bufferin in Los Angeles. 

In the beer market, regional brands are having a good 
on. In New York, Piels, Schaefer and Ballantine, all 
ionals, lead the pack in recall; Ballantine, Rheingold and 
iefer were the big three in use. In Los Angeles, Burger- 

ster (regional) was number one brand in recall and 
ynd in use; Hamm’s, a national brand, was leader in use 

| second in recall. Chicago was the only one of the three 
kets where the national beers were the dominant brands. 
re Hamm ’s and Schlitz continued as number one and 
respectively in both recall and use. 


This month: 


BEER, HEADACHE 
REMEDIES, 
BREAD, SHAMPOO 


In the bread market, Tip Top remained New York’s top 
brand in recall and second in use. An especially good show- 
ing was made by Silvercup. In New York, it held its usage 
leadership and jumped from fourth place in recall to tie for 
second with Wonder. And in Chicago, Silvercup moved 
up from fifth place in recall to become the number one 
brand, at the same time tying with Butternut as the leading 
brand in usage. In Los Angeles, Webers continued as the 
leader in both recall and use. 


How this study was conducted 


Findings in the survey in the three markets are based on 
the following questions asked viewers: “What brands of 
(product category) have you seen advertised on TV during 
the last two weeks?” “Which did you use?” “Have you 
changed (product category) within the past six months?” 

Results of this study are based upon 1,500 interviews (500 
in each market) conducted by Pulse for ‘TELEvision Maca- 
ZINE’s continuing brand study. 

It is well to bear in mind that the products named were 
those recalled by the respondents. However, these products 
were not necessarily advertised on TV in the period stated. 

The brand study to be published next month will cover 
automobiles, television sets, watches and cake mixes. 
(Charts appear on page 122. 
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Not long ago one of the stations 
we represent had a worrisome 

© (but not necessarily uncom- 

mon) problem on its hands. 

| This involved the conflict 
between a new gasoline sponsor on the network 
and a long-term gasoline spot advertiser using 
a quarter-hour news strip in the early evening. 


It might have cost the station 

considerable revenue. But an 

HR&Psalesman resolved things 

the Ca Se quite handily. First, he worked 
out a switch for the spot adver- 

tiser to a later newscast. Then 

f th he took a non-conflicting sponsor from a compet- 
O fs ing station and put him into the earlier time. 
Finally, to round things out, another HR&P sales- 

man signed up a third advertiser for a five-minute 


duplicate weather show made available by the shift. 


( wy Result: The station not only 
a kept the original news strip 
sponsor but also added two 
new advertisers sponsoring ten 








products 


programs a week! 


CHALLENGES LIKE THIS aren’t unusual at HR&P. 
That’s one reason why we choose our salesmen for 
their creative ability and resourcefulness. Another 
is because — representing one medium only — we 
have no barriers to wholehearted creation of new 
business for the spot TV field. 


Uniquely, you see, we can afford to be creative 
both ways — for the stations we represent, and for 
spot television alike. 


Burt Adams, 
New York office 





HARRINGTON, RIGHTER & PARSONS, Inc. 


NEW YORK + CHICAGO + DETROIT + ATLANTA + BOSTON + SAN FRANCISCO + LOS ANGELES 











BRAND STUDY from page 120 
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this is.Pittsburgh 


HEART OF AMERICA’S INDUSTRIAL MIGHT, 





which has been ac- 
claimed throughout 
the world for its 
remarkable achieve- 
ments and its continu- 
ing vitality... 











the television station which, through 
its programming concepts, mirrors 
the vitality of more than FIVE MIL- 
LION PEOPLE in Pittsburgh and the 
Tri-State area with an effective buy- 
ing income of NINE BILLION DOL- 
LARS. 


and this is 


Represented Nationally By BLAIR-TV 











JUNE 
TELEVISION HOMES 


Exclusive estimates computed by Television Magazine’s Research Department for all markets 
updated each month from projections for each U.S. county 


ry "Vv homes in each market are based on TELEVISION 

. MAGAZINE’S county-by-county projections of the “Na- 
tional Survey of Television Sets in U.S. Households” for 
March 1956 and March 1958, the two county-by-county 
estimates prepared by the Advertising Research Founda- 
tion in cooperation with the Bureau of the Census and 
the A. C. Nielsen Co. ; 

Penetration potential varies by sections of the country. 
Many areas in New England have achieved a saturation 
level above 90%. Other areas, for example sections of 
the South, have reached a rather lower plateau. Future 
increases from either level can be expected to be distrib- 
uted over a longer period of time than was characterized 
by the early stages of television growth. 

[n a number of markets, therefore, the TV Homes count 
; at a temporary plateau even though the television pene- 
tration level is below the 95% ceiling established by TELE- 

isSiION MAGAZINE. These markets will be held for an indefi- 
nite period. 

Che factor chiefly responsible for this situation is pen- 
etration increases off-set by current trends of population 
novement which for some regions has shown at least tem- 
porary decline (cf. Bureau of the Census, Current Popula- 
ition Reports, Series P-25, No. 160). 

\ 95% ceiling on TV penetration has been established 
for all markets. Many rating services show higher pen- 
etration in metropolitan areas (e.g., over 97% in Cleve- 
land and Milwaukee), but the available evidence shows 
hat penetration drops off outside the metropolitan area 
itself and that 95% appears to be the most logical theoret- 

11 ceiling for the TV market as a whole. This does not 

iean that penetration may not actually go higher in some 
arkets. Penetration figures in markets with both VHF 
und UHF outlets refer to VHF only. 

[he coverage area of a television market is defined by 
[ELEVISION MaGAZINE’s research department. Viewer studies 

used when current—engineering contours, only where 
earch data is made obsolete by station facility or market 
inigcs. 

ntenna height, power and terrain determine the phys- 





The TV Homes credited to each market are those 
covered by the station with maximum coverage in 
that market. Figures for other stations in the mar- 
ket may vary according to programming, channel, 
power, tower height, etc. 





| 








ical contour of a station’s coverage and the probable qual- 
ity of reception. Other factors, however, may well rule out 
any incidence of viewing despite the quality of the signal. 

Network affiliations, programming, number of stations 
in the service area must all be weighed. The influence of 
these factors is reflected in the Nielsen Coverage Study, 
the ARB A-Z surveys and, in some cases, the regular re- 
ports of the various rating services. The Nielsen data in 
particular, where made available to TELEVISION MAGAZINE 
by NCS subscribers, has become the backbone of estimating 
coverage and re-evaluating markets. 

After testing various formulae, TELEVISION MAGAZINE 
adopted a method which utilizes a flexible cutoff point of 
25%. Normally, a county will be credited to a market if 
one-quarter of the TV homes in that county view that 
market’s dominant station at least one night a week. 

In some markets it has been impossible to evaluate the 
available and sometimes contradictory data. These areas 
are being restudied by this magazine’s research department 
and new figures will be reported as soon as a sound estimate 
can be made. 

In many regions, individual markets have been com- 
bined in a dual-market listing. This has been done wher- 
ever there is almost complete duplication of coverage and 
no substantial difference in TV homes. The decision to 
combine markets is based on advertiser use and common 
marketing practice. 

The coverage picture is constantly shifting. Conditions 
are altered by the emergence of new stations and by changes 
in power, antenna, channel and network affiliation. For this 
reason, our research department is continuously re-examin- 
ing markets and revising TV Homes figures accordingly. 
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ANOTHER WAY RCA SERVES 
INDUSTRY THROUGH 
ELECTRONICS 
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ZINE . 
ting Now... pick an effect 
ZINE sAais¢3 
a from more than 150 possibilities! 
et if 
that , ; . ‘ 
Here’s the ultimate in convenience ae LIFIED ln a put os A 
: . ection at your fingertips. Push the buttons below the 
the for selection and presentation of illuminated symbol and you are ready to go “‘on-air.”’ 
program effects—the all new RCA Wipes and transitions are controlled by a standard 
areas Special Effects System. Key cir- fader lever for simple foolproof operation. 
nent cuitry for each effect is contained uttee pe eeetap h complete comatneoant of 
te . r a 154 special effects includes wipes, split-screens, pic- 
_ in plug in modules. Any ten effects ture insets, block, wedge, circular and multiple fre- 
may be pre-selected—simply plug ten mod- quency patterns. In addition, the system will accept a 
com- ules into the control panel. Each module has Scns wanes wee OO SUES bag adn yee eg 
vher- illuminated SY mbol showing the effect it will trademarks; po Fe video insets, and traveling 
and produce. Slide an effect out—slide another mattes. 
n to in—it’s just that easy. You get just the right THE BEST EFFECTS WITH LESS EFFORT— Mix color 
a effect to add that extra SELL to your pro- and black-and-white. Enjoy exceptionally clean tran- 
7 d “4 sitions . .. the most exciting effects ever conceived! 
grams and commerciais. And get them with the least amount of effort possible. 
— Ask your RCA Broadcast representative for complete information. Or write to RCA, Dept. 
nges H-121, Building 15-1, Camden, N.J. In Canada: RCA VICTOR Company Ltd., Montreal 
- this 
min- RADIO CORPORATION of AMERICA 
y- 














mk(s) ® BROADCAST AND TELEVISION EQUIPMENT, CAMDEN, N. J. 











AK 


WLOS-TV 
HAS THE 

CAROLINA 
TRIAD 

IN ITS POWER! 


This is the mighty Carolina Triad,a 
flourishing, 62-county area stretch- 
ing into six states. Retail sales 
now over the $2 billion figure. 
WLOS-TV’s signal — from the 
South’s highest antenna —is carried 
into 446,650* TV homes... giving 
you total coverage of the market! 





are 


#3 updated) 


WLOS-TV 


ASHEVILLE 
so serving GREENVILLE, 
SPARTANBURG 


A Wometco Enterprise 







KY VIRGINIA 
TENN 
GA 
REF SENTED BY PETERS, GRIFFIN, WOODWARD, INC. 


OUTHEASTERN REP.: JAMES S. AYERS CO. 











TOTAL U.S. TV HOMES............ 45,682,000 
TOTAL U.S. HOUSEHOLDS.......... 52,322,000 
U.S. TV PENETRATION.................. 87.3% 


Unlike other published coverage figures, these are neither station nor 
network estimates. They are copyrighted and may not be reproduced 
without permission. Listed below are all commercial stations on the air, 


Market & Stations— % Penetration TV Homes 

ABERDEEN, S.D.—69.0 19,500 
KXAB-TV (N,C,A) 

ABILENE, Tex.—80.0 78,600 
KRBC-TV (N) 

ADA, Okla.—76.0 80,400 
KTEN (A,C,N) 

AGANA, Guam tt 
KUAM.-TV_ (C,N,A) 

AKRON, Ohio—45.0 170,200 
WAKR-TVt (A) 

ALBANY, Ga.—64.0 91,400 
WAILB-TV (A,N) 

ALBANY -SCHENEDTADY-TROY, N.Y.—92.0 **463,400 
W-TEN (C); WAST (A); WRGB (N) 
(W-TEN operates satellite WCDC, Adams, Mass.) 

ALBUQUERQUE, N.M.—72.0 126,500 
KGGM.TV (C); KOAT-TV (A); KOB-TV (N) 

ALEXANDRIA, La.—70.0 93,700 
KALB-TV (A,C,N) 

ALEXANDRIA, Minn.—77.0 51,500 
KCMT (N,A) 

ALTOONA, Pa.—90.0 277,600 
WFBG.TV {A,C) 

AMARILLO, Tex.—78.0 111,300 
KFDA-TV (C); KGNC-TV (N); KVII-TV (A) 

AMES, lowa—91.0 316,500 
WOI-TV (A) 

ANCHORAGE, Alaska— 31,000 
KENI-TV (A,N); KTVA {C) 

ANDERSON, S.C.—16.0 +t3,800 
WAIM.-TV¢ (A, C) 

ARDMORE, Okla.—76.0 30,400 
Kx (N) 

ASHEVILLE, N.C., GREENVILLE- 
SPARTANBURG, S.C.—79.0 395,100 


WISE-TVT (C,N); WLOS.-TV (A) 
WFBC.-TV (N); WSPA-TV (C) TT 


ATLANTA, Ga.—84.0 577,600 
WAGA-TV (C); WLW-A (A); WSB-TV (N) 

AUGUSTA, Ga.—74.0 191,200 
WJBF-TV (A,N}; WRDW-TV (C) 

AUSTIN, Minn.—89.0 121,100 
KMMT (A) 

AUSTIN, Tex.—79.0 156,500 
KTBC-TV (A,C,N) 

BAKERSFIELD, Cal.—90.0 176,900 
KBAK-TVf (C); KERO-TV (N); KLYD-TVT (A) 165,700 

BALTIMORE, Md.—93.0 674,300 
W5JZ-TV (A); WBAL TV (N); WMAR TV (Ci 

BANGOR, Me.—89.0 118,000 
WABI-TV (A,C); WLBZ-TV (N,A) 

BATON ROUGE, La.—74.0 267,900 
WAFB-TVF (C); WBRZ (A,N) 763,500 

BAY CITY-SAGINAW-FLINT, Mich.—92.0 305,700 
WNEM.-TV (A,N); WKNK-TVF (A,C) +67,300 

BEAUMONT-PORT ARTHUR, Tex.—78.0 153,500 
KFDM.-TV (C,A); KPAC-TV (N,A) 

BELLINGHAM, Wash.—83.0 *53,300 
KVOS.-TV (C) 
(This does not include ‘A’ contour in Vancouver & 

Victoria, British Columbia) 

BIG SPRING, Tex.—84.0 24,600 
KEDY-TV (C) 

BILLINGS, Mont.—64.0 50,500 
KOOK.TV !A,C); KGHL-TV (N) 

BINGHAMTON, N.Y.—90.0 327,500 
/WNBF.TV (A, C);-WINR-TVF (A,N,C) 742,100 

BIRMINGHAM, Ala.—79.0 430,500 
WAPI-TV (4,N); WBRC-TV !C) 

BISMARCK, N.D.—69.0 ***45,900 
KBMB.-TV (C,A); KFYR-TV (A,N) 
(KFYR TV operates satellites KUMV-TV, Williston, N.D., 
and KMOT, Minot, N.D.) 

BLOOMINGTON, Ind.—93.0 636,300 


WTTV 
(See also Indianapolis, Ind.) 
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Most Adult Viewers of All Cleveland 


TV Stations And that’s not all! Most women viewers of all Cleveland TV sta- 


tions...most local and national advertisers ofall Cleveland TV stations, too. That’s why, in Cleveland, 


no spot TVselling campaign is com- “ KYW 83 TV C] ] a 
plete without the WBC station . ~ ve all 


Represented by Television Advertising Representatives, Inc. 





%e© WESTINGHOUSE BROADCASTING COMPANY, INC. 












































% Penetration TV Homes Market & Stations—% Penetration TV Homes Market & Stations—% Penetration TV Homes 
a 
BLUEFIELD, W.Va.—75.0 127,400 CHARLOTTE, N.C.—82.0 596,900 DANVILLE, Il!.—65.0 +24,800 
LA WBTV (C); WSOC-TV (A,NI WDAN.TVt (A) 
BOISE, Ida.—78.0 68,500 CHATTANOOGA, Tenn.—76.0 202,600 DAVENPORT, lowa-ROCK ISLAND, Il!.—93.0 349,400 
KTVB {A,N); KCIX-TV (Nampa) WDEF-TV (A,Cl; WRGP-TV (N); WTVC {Al WOC-TV (N); WHBF-TV {A,C) 
Seren Seni TED 1,446,800 CHEBOYGAN, Mich.—78.0 28,700 DAYTON, Ohio—95.0 489,500 
WNAC.-TV (Cl; WHDH-TV {A,C,N) WTOM.TV IN,A) WHIO-TV (C); WLW-D {A,N) 
CESSaCa!, Coan. tt CHEYENNE, Wyo.—76.0 ++86,400 DAYTONA BEACH-ORLANDO, Fla.—74.0 220,600 
‘ KFBC-TV {A,C,N) WESH-TV IN); WDBO-TV (C); WLOF-TV (A) 
BRISTO . Hi .— 70.) P i 
STOL, Va re jes _ 0.0 153,900 (Operates satellite KSTF Scottsbluff, Neb.) DECATUR, Ala.—49.0 $22,400 
aces , : , CHICAGO, III.—94.0 2,185,400 WMSL-TV (C,N) 
YAN, Tex.—75.0 41,800 : ; I: ' 
. WBBM-TV (C); WBKB (Al; WGN-TV; WNBQ (NI DECATUR, tl.—04.0 _— 
d CHICO, Cal.—80.0 97,200 WTVPF (A) 
BUFFALO, N.Y.—91.0 647,200 KHSL-TV (A.C) 
WGR-TV (N); WKBW-TV IA) ‘ DENVER, Colo.—85.0 355,600 
ciel: tetas conan oem. ee pen 650,100 KBTV (A); KLZ-TV (C); KOA-TV (N); KTVR 
sida 4 i . DES MOINES, lowa—92.0 277,700 
dilie tei cline oneee ae. ea 76,800 KRNT-TV (C); WHO-TV IN) 
; N) WEOr-tY Ate DETROIT, Mich.-WINDSOR, Canada—94.0 1,595,400 
CABUIAe Mh 008 svaene om. —— eee 1,307,400 WJBK-TV (C); WWJ-TV (N); WXYZ (A); CKLW-TV 
A ; . ; ; DICKINSON, N.D.—56.0 23,200 
CAPE GIRARDEAU, Mo.—83.0 225,500 a gale — a = 
, any ey DOTHAN, Ala.—62.0 75,000 
cARISEAD, Hean—709 11,200 COLORADO SPRINGS-PUEBLO, Colo—7.0 914800 WIVY 1A 
; laenad odlicn manual DULUTH, Minn.-SUPERIOR, Wis.—83.0 171,700 
CARTHAGE-WATERTOWAL, 11.7.~06.0 wares a in aa 127,100 KDAL-TV (C); WDSM-TV (A,N) 
AC) “TV AN); env DURHAM-RALEIGH, N.C.—76.0 276,100 
unity antennas in counties not credited) COLUMBIA, $.C.—79.0 207,200 WTVD (A,C); WRAL-TV (N) 
CASPER, Wyo.—54.0 24,600 WIS-TV (M8, WNOK-IVF (Ci 135,500 EAU CLAIRE, Wis.—91.0 119,800 
KTV A,N,C) COLUMBUS, Ga.—75.0 144,400 WEAU-TV (A,N,C) 
CEDAR RAPIDS-WATERLOO, lowa—91.0 325,300 ee ee ee ee a EL DORADO, Ark. (See Monroe, la.) 
KCI A); WMT-TV (C); KWWL-TV (NI ae 55,700 ELKHART, Ind. (See South Bend) 
CHAMPAIGN, Il!.—92.0 345,300 pict EL PASO, Tex.-JUAREZ, Mex.—81.0 97,600 
NCIA (C); WCHUT IN)! COLUMBUS, Ohio—94.0 — KELP-TV (A); KROD-TV (C); KTSM-TV (N); XEJ-TV 
‘field listing) WBNS-TV (C); WLW-C (N); WTVN-TY (A) ' ‘ 
j CORPUS CHRISTI, T _ 932,700 ENID, Okla. (See Oklahoma City) 
CHARLESTON, $.C.—75.0 149,600 , Tex.—75. , 
P WUSN.TV (A,N) KRIS-TV (N); KZTV (C,A) ENSIGN-GARDEN CIty, Kan.—63.0 39,100 
KTVC (A); KGLD-TV (N) 
CHARLESTON-HUNTINGTON, W.Va.—81.0 444,400 DALLAS-FT. WORTH, Tex.—86.0 705,900 
; ; ERIE, Pa.—95.0 186,400 
A); WHTN.-TV (C); WSAZ-TV (N) KRLD-TV (C); WFAA-TV (A); KFJZ-TV; WBAP-TV (NI 
is WICU-TV (A,N); WSEE-TVT (A,C) $56,200 
(Includes community antennas in counties not credited) 
ee EUGENE, Ore.—82.0 **109,800 
_ KVAL-TV (N) 
(Operates satellite KPIC-TV, Roseburg, Ore.) 
KIEM-TV (A,C); KVIQ-TV (A,N) 
9 EVANSVILLE, Ind.-HENDERSON, Ky.—85.0 251,000 
: WFIE-TV¢ (N); WTVW (A); WEHT-TVf (CI $124,900 
FAIRBANKS, Alaska tt 
, ; r . P KFAR-TV (A,N); KTVF (C) 
his 60-page guide for station promotion managers is based on field inter- , adios 
ae: ° ‘ ss FARGO, N.D.—76.0 151,700 
views with advertiser and agency people who make the buying decisions, ahs Gt, CUROTE Us 
analyzes their viewpoints, practices and information needs, and discusses the (See also Valley City, N.D.) 
role of promotion in selling spot TV. FLINT, Mich.—93.0 368,900 
WIRT (A) 
3 : ° FLORENCE, Ala.—31.0 $8,700 
Some typical chapter headings: a gema 
e Who participates in spot TV time FLORENCE, $.C.—72.0 176,600 
buying. WBTW IA,C,N) 
FT. DODGE, lowe—56.0 $27,100 
e What the men who select stations KQTVt (N) 
say they want to know about TV FT. MAYERS, Fie.—69.0 17,800 
markets, stations and programs. q WINK-TV (A,C) 
° How to reach the people who in- geri ra 62,508 
| flence time buying. iS PRiaacntg 
FT. WAYNE, Ind.—87.0 $207,500 
Shows how proper use of the tools of WANE-TV# (C); WKIG-TVt (NI; WPTA-TVT (A) 
selling can increase spot sales vol- | FT. WORTH-DALLAS, Tex.—86.0 703,900 
| ume KFJZ-TV; WBAP-TV (N); KRLD-TV (C); WFAAATY (Al 
FRESNO, Cal.—89.0 224,000 
4 ‘ KFRE-TV (C); KJEO-TVt (A); KMJ-TV (N) $167,500 
Be sure to ask your SRDS representative to show you this new 
° ° ° e GARDEN CITY, Kan. (See Ensign-Garden City, Kan.) 
guidebook—or drop him a line right now. 
GLENDIVE, Mont.—53.0 3,000 
KXGN-TV (C,A} 
SRDS | STANDARD RATE & DATA SERVICE, INC. GOODLAND, Kan. ttt 
KBIR-TV (C) 
the national authority serving the media-buying function a aco N.D.—75.0 39,200 
C. Laury Botthot, President and Publisher ; 
5201 Old Orchard Road, Skokie, Illinois * New York ¢* Atlanta ° Los Angeles wer cae Cole.—66.0 724,000 
3 (Operates satellite KREY-TV, Montrose, Colo.) 
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SEE FOR YOURSELF WHY ONE 
STATION DOES AROUND 80% OF THE 
LOCAL BUSINESS IN DES MOINES 


Central 
Surveys Study 
(Feb. 1960) 
Ask Katz 

for the 

facts 


Nielsen 
(Feb. 1960) 
Ask Katz 


ARB 
(Mar. 1960) 
Ask Katz 


Ask Katz 
about 
Central lowa 
Advertisers 


Ee ee ti el eoOTR A 


Most Watched Station... KRNT-TVI! 
Most Believable Personalities . . . KRNT-TV! 


. . KRNT-TV! 
Most People Would Prefer KRNT-TV Personalities As Neighbors! 


Most People Vote KRNT-TV 
The Station Doing the Most to Promote Worthwhile 
Public Service Projects! 


Most Believable Station . 


Wonderful Ratings on KRNT-TVI 


The Points Where Your Distribution is Concentrated 


Wondertul Ratings on KRNT-TVI 
The Points Where the Points Count the Most for You. 


See for yourself the list of local accounts whose 
strategy is to use this station almost exclusively. It reads 

like who’s who in many classifications—Foods and Financial 
Institutions, to name a couple. 


See for yourself the new, tried and proved power concept of these companies 
of concentrating on one station. See for yourself how they use this station to get distri- 
bution and produce sales. The bold concept used by these companies discards the old 
strategy of a little here, a little there, a little some place else. Old strategy oftentimes results 
in a dissipation of efforts. 


See for yourself why KRNT-TV regularly carries around 80% of the local 
business. See for yourself that this station is a big enough sales tool to win your sales 
battle if it’s used in a big enough way. 


ARNT-TV 


DES MOINES 


A COWLES STATION 











Holy 
mackerel, 
Andy! 
[hey's 
sellin’ 

us for 
nly 78¢ 
per 1,000 in 
HUNTINGTON- 
CHARLESTON! 


Rare, but happy fact for 
mebuyers — viewing's up, 
ost is down! Case in point, 
Amos 'n Andy" (Mon.-Fri., 

5:30-7:00 P.M.) — deliver- 
ng 1,000 homes for only 

78¢ via WHTN-TV 10-plan. 


And, that's not all! Latest 
ARB shows WHTN-TV with 
substantial gains, Sunday 
through Saturday, 9:00 
A.M.-Midnight .. .“"Avg. % 
Hr. Homes Reached” up 
27% ...''Metro. Audience” 
p 23% ... "Station Audi- 
nce Circulation” up 33%! 


Set to the heart of 444,400 
V homes in Huntington- 
charleston with the station 
that looks better all the 
time! 


WHIN -TV 


A COWLES OPERATION—CBS BASIC 


CBS 


BASIC 





HUNTINGTON - CHARLESTON! 


BLAIR TELEVISION ASSOCIATES 
National Representatives 












Market & Stations—% Penetration 


GRAND RAPIDS, Mich.—94.0 
WOOD.-TV (A,N) 
(See also Kalamazoo) 


GREAT BEND-HAYS, Kan.—75.0 
KCKT-TV (N); KAYS-TV (A) 
(KCKT-TV operates satellites KGLD, Garden City, Kan 
and KOMC.-TV, McCook, Neb.) 
GREAT FALLS, Mont.—77.0 
KFBB-TV (A,C,N); KRTV 
(Includes community antennas) 
GREEN BAY, Wis.—91.0 
WBAY-TV (C); WFRV (N); WLUK-TV (A! 
GREENSBORO, N.C.—85.0 
WFMY-TV {A,C) 
GREENVILLE-SPARTANBURG, S.C., 
ASHEVILLE, N.C.—79.0 
WFBC-TV (N); WSPA-TV (C); 
WLOS.-TV (A); WISE-TVT (C,N) 


GREENVILLE-WASHINGTON, N.C.—77.0 
WNCT (A,C); WITN (N) 


HANNIBAL, Mo.-QUINCY, fil.—91.0 
KHQA-TV (C,A); WGEM.TV (A,N) 


HARLINGEN-WESLACO, Tex.—72.0 
KGBT-TV (A,C); KRGV-TV (A,N 


HARRISBURG, Il1.—83.0 
WSIL-TV (A) 


HARRISBURG, Pa.—71.0 
WHP-TVF (C); WTPAT (A) 


HARRISONBURG, Va.—75.0 
WSVA-TV (A,C,N) 


HARTFORD-NEW BRITAIN, Conn.—93.0 
WTIC-TV (C); WNBCT (N); WHCTT 


HASTINGS, Nebr.—77.0 
KHAS-TV (N) 


HATTIESBURG, Miss.—64.0 
WDAN.TYV (A,N) 


HENDERSON, Ky.-EVANSVILLE, Ind.—85.0 
WEHT-TVT (C); WFIE-TVT (IN); WTVW (A) 


HENDERSON-LAS VEGAS, Nev.—77.0 
KLRJ-TV (N); KLAS-TV (C); KSHO-TV (A) 


HONOLULU, Hawaii 
KGMB-TV (C); KONA (N); KHVH-TV (A) 
(Includes 14,600 television homes on military bases) 
(Satellites: KHBC-TV, Hilo, and KMAU-TV, Wailuku 
to KGMB-TV. KMVI-TV, Wailuku, to KHVH-TV; 
KALA, Wailuku to KONA). 
HOUSTON, Tex.—85.0 
KPRC-TV (N); KTRK-TV (A); KHOU-TV (C) 
HUNTINGTON-CHARLESTON, W.Va.—81.0 
WHTN.-TV (C); WSAZ-TV (N); WCHS-TV (A) 
HUNTSVILLE, Ala. 
WAFG.-TVT 
HUTCHINSON-WICHITA, Kan.—85.0 
KTVH (C); KAKE-TV (A); KARD-TV (N) 
(KTVC, Ensign, Kan. satellite of KAKE-TV) 
IDAHO FALLS-POCATELLO, Ida.—71.0 
KID-TV (A,C,N); KTLE (N) 
INDIANAPOLIS, Ind.—93.0 
WFBN.-TV (N); WISH-TV (C); WLW-I (A) 
(See also Bloomington, Ind.) 
JACKSON, Miss.—67.0 
WIJTV (C,A); WLBT (A,N) 
JACKSON, Tenn.—71.0 
WODKXI-TV (A,C) 
JACKSONVILLE, Fla.—75.0 
WIXT (A,C); WFGA-TV (N) 
JEFFERSON CITY-COLUMBIA, Mo.—86.0 
KRCG-TV (A,C); KOMU-TV {A,N) 
JOHNSON CITY, Tenn.-BRISTOL, Va.—70.0 
WJHL-TV (A,C); WCYB-TV (A,N) 
JOHNSTOWN, Pa.—92.0 
WARD-TVTF (A,C); WJAC-TV (N) 
JOPLIN, Mo.-PITTSBURG, Kan.—81.0 
KODE-TV (A,C); KOAM-TV (A,N) 
JUNEAU, Alaska 
KINY-TV (C) 
KALAMAZOO, Mich.—94.0 


WKZO.TV {A,C) 
(See also Grand Rapids) 
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458,700 


***89,400 


51,900 


323,900 


402,000 


395,100 


tt 
193,400 


193,200 
*74,900 
174,400 
7113,800 
66,000 
638,400 
$295,500 
115,300 
50,800 
251,000 
124,900 


36,900 


**®129,900 


500,600 


444,400 
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***259,000 


59,900 


715,900 


238,200 

88,900 
305,300 
127,100 
153,900 
565,700 
710,700 
152,300 


tt 


595,600 


1960 








The March Nielsen for Jackson- 
ville — as in past books — shows 
WFGA-TV ratings going up, up, 
up! WFGA-TV now delivers a 
49% metro share-of-audience 
9:00 a.m. to midnight Sunday 
thru Saturday. 

See your PGW Colonel for com- 
plete details and discover that 
WFGA-TV is the station to 
watch in Jacksonville. 


WEGA-TY 


A Wometco Affiliate 


2 JACKSONVILLE 
FLORIDA 





REPRESENTED NATIONALLY BY 
PETERS, GRIFFIN, WOODWARD, INC. 
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YOU MAY NEVER HAVE 69 CHILDREN” 


NSI SURVEY—KALAMAZOO-GRAND RAPIDS AREA 


(November, 1959) 


STATION TOTALS FOR AVERAGE WEEK 


HOMES DELIVERED | PERCENT OF TOTAL 





WKZO-TVISTATION B] WKZO-TV{STATION B 











Mon. thru Fri. 
9 a.m.-Noon 
Noon-3 p.m. 

3 p.m.-6 p.m. 
Sun. thru Sat. 
6 p.m.-9 p.m. 

9 p.m.-Midnight 








57,000; 29,300 | 66% 34% 
72,100} 38,900 | 65% 35% 
62,100} 43,600 | 58% 42% 


141,600; 81,300 | 63% 37% 
117,800; 62,400 | 65% 35% 











%* Mrs. Fedor Vassilet (Russia) gave birth to 69 
children in 27 confinements, including 16 pairs 
of twins, 7 sets of triplets and 4 sets of quadruplets. 


Y7 Vi, . Be , 
She Pelver Kations 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 


WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC, MICHIGAN 

KOLN-TV — LINCOLN, NEBRASKA 





BUT... WKZO-TV Will Swell 
Your Family Of Followers 
In Kalamazoo-Grand Rapids! 


In the Kalamazoo-Grand Rapids area it’s impossible 
to reach as many people as economically as you can with 


WKZO-TV! 


WKZO-TV delivers more homes than Station ‘B’ in 

398 of 450 quarter hours surveyed, Sunday through 
Saturday (NSI Survey, see left). A 9-county ARB Survey 
(April 17-May 14, 1959) covering 300,000 TV homes 
gives WKZO-TV an overwhelming lead in popularity— 
first place in 74.6% of all quarter hours surveyed! 


And—if you want all the rest of outstate Michigan worth 
having, add WWTYV, Cadillac, to your WKZO-TV 
schedule. 


WKZO-TV 


100,000 WATTS © CHANNEL 3 © 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 























ONLY THE 
SUNSHINE 
COVERS 
SOUTH FLORIDA 
BETTER THAN 
WIV)! 


WT'VJ—among all media—deliv- 
ers South Florida’s largest daily 
circulation! Only WTVJ will give 
your schedule complete coverage 
of the South Florida market. 
Obtain the facts of WTVJ’s ex- 
clusive, total coverage of South 
Florida from your Peters, Griffin, 
Woodward Colonel. 

































MMERTIME IS 
TER VIEWING TIME 
N SOUTH FLORIDA 


jummer- Winter 
ets-/n-Use Comparison 


9:00 A.M.—MIDNIGHT 
MON. THRU FRI. 


ARB ARB 
FEB.- MAR. 1960 AUGUST 1959 


26.2 29.6 


REPRESENTED NATIONALLY BY 
PETERS, GRIFFIN, WOODWARD, INC. 




















Market & Stations—% Penetration TV Homes 

KANSAS CITY, Mo.—90.0 611,100 
KCMO.-TV (C); KMBC-TV (A); WDAF-TV (N) 

KEARNEY, Neb.—74.0 **102,700 
KHOL-TV (C) 
(Operates satellite KHPL-TV, Hayes Center, Neb.) 

KLAMATH FALLS, Ore.—68.0 20,700 
KOTI-TV (A,C,N) 

KNOXVILLE, Tenn.—70.0 229,500 
WATE-TV (N); WBIR-TV (C); WTVKT (A) 759,100 

LA CROSSE, Wis.—87.0 117,500 
WKB8T (A,C,N) 

LAFAYETTE, La.—71.0 97,700 
KLFY-TV (Cc) ° 

LAKE CHARLES, La.—72.0 87,300 
KPLC-TV (A,N); KTAG-TVT (C) $17,000 

LANCASTER, Pa.—90.0 515,800 
WGAL-TV (C,N) 

LANSING, Mich.—93.0 424,600 
WJIM-TV (C,Ai; WILX-TV (N} (Onondaga) 

LAREDO, Tex.—64.0 10,100 
KGNS-TV (A,C,N) 

LA SALLE, Ill. (See Peoria, Ill) 

LAS VEGAS-HENDERSON, Nev.—77.0 36,9CO 
KLAS-TV (C); KSHO-TV (A); KLRJ-TV (N) 

LAWTON, Okla.—83.0 49,200 
KSWO.-TV IA) 

LEBANON, Pa.—79.0 758,600 
WLYH.-TVT (A) 

LEXINGTON, Ky.—44.0 +44,000 
WLEX-TV# (A,C,N); WKYTT (C) 

LIMA, Ohio—81.0 147,900 
WIMA-TVT (A,C,N) 

LINCOLN, Nebr.—84.0 187,400 
KOLN.-TV (A,C) 

LITTLE ROCK-PINE BLUFF, Ark.—73.0 232,000 
KARK-TV (N); KTHV (C); KATV (A) 

LOS ANGELES, Calif.—91.0 2,728,800 
KABC-TV (A); KCOP; KHJ-TV; KNXT (C); 
KRCA (N); KTLA; KTTV 

LOUISVILLE, Ky.—82.0 459,500 
WAVE.-TV IA,N); WHAS-TV (C) 

LUBBOCK, Tex.—78.0 106,600 
KCBD-TV (A,N); KDUB-TV (C) 

LUFKIN, Tex.—73.0 52,400 
KTRE-TV (N,C,A) 

LYNCHBURG, Va.—81.0 154,000 
WLVA-TV (A) 

MACON, Ga.—73.0 109,900 
WMAZ.TV [A,C,N) 

MADISON, Wis.—90.0 231,800 
WISC-TV (C); WKOW-TVf (A); WMTVF IN) +105,400 

MANCHESTER, N.H.—93.0 573,100 
WMuwuR-TV (A) 

MARINETTE, Wis. (See Green Bay) 

MARQUETTE, Mich.—85.0 63,800 
WLUC.-TV [C,N,A) 

MASON CITY, lowa—88.0 161,200 
KGLO.-TV (C) 

MAYAGUEZ, P.R. tt 
WORA.TV (C,A) 

MEDFORD, Ore.—78.0 45,000 
KBES-TV (A,C,N) 

MEMPHIS, Tenn.—76.0 487,600 
WHBQ.TV (A); WMCT (N); WREC-TV (C) 

MERIDIAN, Miss.—64.0 103,600 
WTOK.TV {A,C,N) 

MIAMI, Fia.—85.0 513,100 
WCKT (N); WPST-TV (A); WTVJ (C) 
(Includes 66,800 tourist—only sets in counties 
currently credited to Miami) 

MIDLAND-ODESSA, Tex.—73.0 86,200 


KMID-TV (A,N); KOSA-TV (C) 
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Market & Stations—% Penetration TY Homes 

MILWAUKEE, Wis.—94.0 601,200 
WISN-TV (A); WITI-TV (C); WTMJ-TV (N); WXIXt tt 

MINNEAPOLIS-ST. PAUL, Minn.—90.0 743,400 
KMSP-TV: KSTP-TV IN); WCCO-TV (C); WICN.-TV (A) 

MINOT, N.D.—66.0 43,000 
KXMC-TV (A,C); KMOT-TV (A,N) 

MISSOULA, Mont.—71.0 49,900 
KMSO.TV 1A,C,N) 

MOBILE, Ala.—77.0 227,600 
WAIA.-TV (N,A); WKRG-TV (C) 

MONAHANS, Tex. tt 
KVKM.-TV (A) 

MONROE, La.-EL DORADO, Ark.—74.0 139,800 
KNOE.-TV (A,C); KTVE (A,N) 

MONTGOMERY, Ala.—70.0 154,100 
WCOV.-TVF (C); WSFA-TV IN,Al 155,900 

MUNCIE, Ind.—68.0 131,500 
WLBC-TVF (A,C,N) 

NASHVILLE, Tenn.—75.0 346,400 
WIAC.-TV (C); WSIX-TV (Al; WSM-TV IN! 

NEW BRITAIN-HARTFORD, Conn.—93.0 638,400 
WTIC-TV (C); WNBCT (N); WHCTT 7295,500 

NEW HAVEN, Conn.—92.0 860,000 
WNHC.TV (A) 

NEW ORLEANS, La.—82.0 385,600 
WDSU.-TV (A,N); WVUE (A); WWL-TV (C 

NEW YORK, N.Y.—93.0 4,957,500 
WABC.TV (Al; WNEW-TV; WNTA-TV; WCBS.TV (Ci; 
WOR-TV; WPIX; WRCA-TV (N) 

NORFOLK, Va.—87.C 342,000 
WAVY (N); WTAR-TV (Ci; WVEC-TV (A) 

NORTH PLATTE, Neb.—70.0 20,700 


KNOP.-TV (N) 





LOOK 


&§ my = =6AT THE 
mtg STARS 
&§ ; And See Where 


KMSO-TV Stands 


MISSOULA—definitely a 
“Preferred City’’ as market 
prospers and Bank Debits 
reach +9%, (highest of all 
Montana cities). 

12 STARS out of past 17 
Months—indicating one full 
year of “better than aver- 
| age” business performance 
| —the place to advertise. 
MISSOULA—leads all other 
Montana cities in ‘High 
Spot-Preferred Cities’ wi 
a city index of 109.6 

over 1959). 

KMSO-TV’S WESTERN MON- 
TANA MARKET is ‘‘greatly 
extended” by 18 Community 
Boosters. Coverage includes 
| +s, Missoula, Butte, Anaconda, 
| Deer Lodge, Hamilton,. and 
Kalispell. 


CBS** *NBC** * ABC 
58,475 TV HOMES 


KMSO-TY 

















1,200 


3,400 


9,900 


7,600 


59,800 


54,100 


31,500 


46,400 


38,400 


95,500 


60,000 


42,000 


20,700 














Market & Stations+-% Penetration TV Homes 

OAK HILL, W. Va.—74.0 131,000 
WOAY-TV [A,C) 

ODESSA-MIDLAND, Tex.—73.0 86,200 
KOSA-TV (C); KMID-TV (A,N) 

OKLAHOMA CITY, Okla.—84.0 335,400 
KWTV (C); WKY-TV (IN); KOCO.-TV (A! (Enid) 

OMAHA, Neb.—92.0 337,300 
KMTV (IN); WOW-TV (C); KETV (A) 

ORLANDO-DAYTONA, Fla.—74.0 220,600 
WDBO-TV (C); WLOF-TV (A); WESH-TV (N) 

OTTUMWA, lowa—86.0 137,200 
KTVO (C,N,A) 

PADUCAH, Ky.—79.0 189,800 
WPSD-TV (N) 

PANAMA CITY, Fla.—73.0 22,300 
WIJDM-TV (A,C,N) 

PARKERSBURG, W.Va.—58.0 125,400 
WTAPT 1A,C,N) 

PENSACOLA, Fla.—78.0 198,400 
WEAR-TV (A) 

PEORIA, Ill.—78.0 **+168,800 
WEEK-TVF (N); WMBD-TVT (C); WTVHT (A) 
(WEEK-TV operates WEEQ.-TV, la Salle, lil.) 

PHILADELPHIA, Pa.—93.0 1,911,700 
WCAU-TV (C); WEIL-TV (Al; WRCV-TV IN) 

PHOENIX-MESA, Ariz.—84.0 203,800 
KOOL-TV (C); KPHO-.TV; KTVK (A); KVAR (N) 

PINE BLUFF-LITTLE ROCK, Ark.—73.0 232,000 
KATV (A); KARK-TV (N); KTHV (C) 

PITTSBURG, Kan.-JOPLIN, Mo.—81.0 152,300 
KOAM.-TV (A,N); KODE-TV {A,C) 

PITTSBURGH, Pa.—93.0 1,267,600 
KDKA-TV (C); WIIC (N); WTAE (A) 

PLATTSBURG, N.Y.—87.0 121,400 
WPTZ (A,N) 

POLAND SPRING, Me.—92.0 313,800 
WMTW-TV {A,C) (Mt. Washington, N.H.) 

PONCE, P.R. tt 
WSUR-TV; WRIK-TV (C,A) 

PORTLAND, Me.—92.0 212,700 
WCSH.-TV (N); WGAN.TV (C) 

PORTLAND, Ore.—85.0 463,000 
KGW-TV (N); KOIN-TV (Cl; KPTV (A); KHTVT itt 

PRESQUE ISLE, Me.—82.0 19,700 
WAGM.TV (A,C,N) 

PROVIDENCE, R.1.—94.0 796,000 


WIAR-TV (A,N); WPRO-TV (C) 








| 


L 


In Roanoke in ‘60 
the Selling Signal 
is SEVEN... 


Many people, much wampum, 
in Roanoke. Heap big voice is 
WDBJ-TV, serving over 400,000 TV 
tepees in Virginia, N. Carolina 
and W. Va. 

Roanoke not get-rich-quick 
market, but plenty steady. Grow- 
ing, too! That's why smart ad chiefs 
are going western ... Western 
Virginia, where they'll sell like 
sixty on seven. 

In Roanoke, seven is WDBJ-TV. 
Maximum power, highest tower. 
Superior programming for braves, 
squaws and offspring. 


ASK YOUR PGW COLONEL 
FOR CURRENT AVAILABILITIES 


WObMV 


Roanoke, Virginia 





CHANNEL 











Market & Stations—% Penetration 








Market & Stations—% Penetration TV Homes 

PUEBLO-COLORADO SPRINGS, Colo.—79.0 91,800 
KCSJ-TV (N); KKTV (C); KRDO-TV IA) 

QUINCY, Ill.—HANNIBAL, Mo.—91.0 193,200 
WGEM.-TV IA,N); KHQA-TV (C,A) 

RALEIGH-DURHAM, N.C.—76.0 276,100 
WRAL-TV (N); WTVD [A,C) 

RAPID CITY, S.D.—55.0 **35,100 


KOTA-TV (A,C); KRSD-TV (N) 
(KOTA-TV operates satellite KDUH-TV, 
Hay Springs, Nebr.) 


REDDING, Cal.—77.0 
KVIP-TV (A,N) 
RENO, Nev.—84.0 
KOLO-TV {A,C,N) 
RICHMOND, Va.—83.0 
WRVA.-TV (A); WTVR (C); 
WXEX.-TV (N) (Petersburg, Va.) 
RIVERTON, Wyo.—52.0 
KWRB-TV (C,N,A) 
ROANOKE, Va.—81.0 
WODBJ-TV (C); WSLS-TV [A,N) 


TV Homes 


60,300 


39,700 


274,700 


8,200 


298,000 
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things to its audience. 


sales song. 


All television advertising is inevitably affected 
by the personality of the station carrying it. 
And—all such advertising is most effective 
when it can acquire immediacy and excitement 
and interest from a station which means these 


For more than a decade, WSM-TV has used 
every legitimate promotional device (even girls 
in eye patches) for the creation of a dynamic 
station image, or personality. To the people in 
the WSM-TV listening area, Channel 4 has thus 
become more than a number on a dial. It is their 
favorite companion to a world of excitement, 
entertainment and information. Thus WSM- 
TV becomes a Powerful accompanist for your 


WSM 


Nashville, Tennessee 


Represented by PETRY 






Bann 


OWNED AND OPERATED BY THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY 
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“ARB”-OMETER SAYS 
ROCHESTER’S CHANNEL 10 


NEW YORK 


CLIMATE Better Than Ever! 


ARB REPORT 
Rochester Metropolitan Area 
March, 1960 


(4 weeks average) 


The nice thing about our ‘‘climate,”’ here at CHANNEL 10, 
Rochester, N. Y., is that it gets better all the time! Year 
after year, the surveys agree that we offer the best buy in 
Rochester TV! 


56.] ; SHARE OF AUDIENCE 


OVER-ALL 





18 of the top 20 favorite 


TV programs in Rochester 





and of 1/4 hours delivering 


more than 60,000 homes: 


CH.10 has Sta.B has 





@ | @ 


CHANNEL 10 


(WVET-TV © WHEC-TV ) 


EVERETT-McKINNEY, INC. - THE BOLLING CO. INC. 
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Market & Stations—% Penetration TV Homes 

ROCHESTER, Minn.—89.0 91,900 
KROC.-TV IN) 

ROCHESTER, N.Y.—92.0 320,800 
WROC.-TV (A,N); WHEC-TV (A,C); WYET-TYV [A,C) 

ROCKFORD, Ill.—91.0 201,800 
WREX-TV {A,C); WTVOT IN) 100,400 

ROCK ISLAND, Ill.-DAVENPORT, lowa—93.0 349,400 
WHEF-TY (A,C); WOC-TV (N) 

ROSWELL, N.M.—72.0 56,200 
KSWS.-TV {A,C,N) 

SACRAMENTO-STOCKTON, Cal.—87.0 387,400 
KXTV (C); KCRA-TV (N); KOVR-TV (A); KVUE-TVt sl 

SAGINAW-BAY CITY-FLINT, Mich.—92.0 305,700 
WKNX-TVT (A,C); WNEM-TV (A,N) 167,300 

ST. JOSEPH, Mo.—89.0 203,900 
KFEQ-TV (C,A) 

ST. LOUIS, Mo.—93.0 851,000 
KSD-TV (N); KTV! (A); KMOX-TV (C); KPLR-TV 

ST. PETERSBURG-TAMPA, Fla.—80.0 326,700 
WSUN-TVf (A); WFLA-TV (NJ); WTVT (C) $196,100 

SALINAS-MONTEREY, Cal.—86.0 196,700 


KSBW-TV (A,C,N) 
(Includes circulation of optional satellite, KSBY-TV, 
San Luis Obispo) 


SALISBURY, Md.—55.0 734,600 
WBOC.TVT {A,C) 


SALT LAKE CITY, Utah—388.0 250,600 
KSL-TV (C); KCPX-TV (N); KUTV (A); 
KLOR-TV (Provo, Utah) 


SAN ANGELO, Tex.—77.0 28,800 
KCTV (A,C,N) 

SAN ANTONIO, Tex.—81.0 312,800 
KCOR-TVT; KENS-TV (C); KONO (A); WOAI-TV (N) tt 

SAN DIEGO, Cal.-TIJUANA, Mex.—95.0 299,400 
KFMB-TV (C); KFSD-TV (N); XETV (A) 

SAN FRANCISCO-OAKLAND, Cal.—90.0 1,321,300 
KGO.TV (A); KPIX (C); KRON-TV (NJ; KTVU 

SAN JOSE, Cal.—86.0 241,400 
KNTV (A,C,N) 

SAN JUAN, P.R. tt 


WAPA.-TV (A,N); WKAQ-TV (C) 


SAN LUIS OBISPO, Cal. (See Salinas-Monterey) 


SANTA BARBARA, Cal.—85.0 70,900 
KEY-T (A,C,N) 
SAVANNAH, Ga.—73.0 108,100 


WSAV-TV (N); WTOC-TV {A,C) 


SCHENECTADY-ALBANY-TROY, N.Y.—92.0 **463,400 
WRGB IN); W-TEN (C); WAST (A) 
(W-TEN operates satellite WCDC, Adams, Mass.) 


SCRANTON-WILKES-BARRE, Pa.—81.0 $253,100 
WDAUT (C); WBRE-TVT IN); 
WNEP-TVf (A) dncludes community antennas in counties 
not credited) 


SEATTLE-TACOMA, Wash.—89.0 551,600 


KING-TV (N); KOMO.-TV (A); KTNT-TV; 
KTVW; KIRO-TV (C) 


SEDALIA, Mo.—87.0 26,500 
KMOS.-TV (A) 

SHREVEPORT, La.—79.0 254,200 
KSLA {A,C); KTBS-TV (A,N) 

SIOUX CITY, lowa—89.0 204,300 
KTIV (A,N); KVTV (A,C) 

SIOUX FALLS, $.D.—76.0 *#224,300 


KELO-TV (C,N,A) (Operates boosters KDLO.TV, 
Florence, S.D. and KPLO-TV, Reliance, S.D.) 


SOUTH BEND-ELKHART, Ind.—69.0 $144,400 
WNDU-TVf (N); WSBT-TV7 (C); WSJV-TVT (A) 


SPARTANBURG, S.C. 
(See Asheville, N.C., Greenville-Spartanburg, S.C.) 


SPOKANE, Wash.—78.0 248,900 
KHQ-TV (N); KREM-TV (A); KXLY-TV (C) 


SPRINGFIELD, !11.—67.0 
WICSf (N) 
(Operates satellite WCHU, Champaign, Ill.) 


*#4126,800 
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91,900 
320,800 
201,800 
100,400 
349,400 

56,200 
387,400 


tt 
305,700 


167,300 
203,900 
851,000 
326,700 
196,100 
196,700 


734,600 


250,600 


28,800 
»312,800 
tt 
299,400 
,321,300 


241,400 


tt 


70,900 
108,100 


*463,400 


$253,100 


551,600 


26,500 
254,200 
204,300 


«*224,300 


$144,400 


248,900 


126,800 








Market & Stations—% Penetration TV Homes 








SPRINGFIELD-HOLYOKE, Mass.—80.0 **7171,700 
WHYN-TVT (A,C); WWLPT (N) 
WWIP operates satellite WRLPT Greenfield, Mass.) 


SPRINGFIELD, Mo.—83.0 179,800 
KTTS-TV (C); KYTV (A,N) 

STEUBENVILLE, Ohio—91.0 438,200 
WSTV-TV {A,C) 

SUPERIOR, Wis.-DULUTH, Minn.—83.0 171,700 
WDSM-TV (N,A); KDAL-TV (C) 

SWEETWATER, Tex.—82.0 65,700 
KPAR-TV (C) 

SYRACUSE, N.Y.—91.0 **457,400 


WHEN-TV {A,C); WSYR-TV (N,A) 

WSYR-TV operates satellite WSYE-TV, Elmira, N.Y.) 
TACOMA-SEATTLE, Wash.—89.0 551,600 

KTNT-TV; (C); KTVW; KING-TV (N); 

KOMO.-TV (A); KIRO-TV (C) 


TALLAHASSEE, Fla.-THOMASVILLE, Ga.—63.0 117,400 
WCTV (C,A) 

TAMPA-ST. PETERSBURG, Fla.—80.0 326,700 
WFLA-TV (IN); WTVT (C); WSUN-TVF (A) 196,100 

TEMPLE-WACO, Tex.—81.0 127,300 
KCEN-TV (N); KWTX-TV (A,C) 

TERRE HAUTE, Ind.—92.0 217,700 
WTHI-TV (A,C) 

TEXARKANA, Tex.—75.0 83,300 
KCMC-TV (A,C) 


THOMASVILLE, Ga.-TALLAHASSEE, Fla. 


See Tallahassee) 


TOLEDO, Ohio—94.0 381,500 
WSPD-TY (A,N); WTOL-TV (C,N) 

TOPEKA, Kan.—81.0 115,600 
WIBW-TV (C,A,N) 

TRAVERSE CITY, Mich.—86.0 38,500 
WPBN-TV (N,A) 

TUCSON, Ariz.—82.0 102,900 


KGUN-TV (A); KOLD-TV (C); KVOA-TV (N) 













® AT NIGHT 
45 of the Top 50 Shows... 


© IN THE DAYTIME 
All 20 of the Top 20 Shows 


*Source ARB Oct. 25 - Nov. 21, 1959 


IN FACT... All Day and 
All Night! ... Every Hour 
of the Week is “Good 
Time” on... WREX-TY. 


4. M. BAISCH Represented By 
Vice Pres.-Gen. Mgr. H-R Television, inc. 











WwREX-TYV 


CHANNEL : oe 7 ROCKFORO 











Market & Stations—% Penetration TV Homes 

TULSA, Okla.—84.0 304,300 
KOTV (C); KVOO-TV (N); KTUL-TV {A) 

TUPELO, Miss.—61.0 57,400 
WTWYV IN) 

TWIN FALLS, Ida.—73.0 26,800 
KLIX-TV (A,C,N) 

TYLER, Tex.—73.0 114,000 
KLTV (A,C,N) 

UTICA-ROME, N.Y.—94.0 140,400 
WKTV {A,C,N) 

VALLEY CITY, N.D.—75.0 169,400 
KXJB-TV (C) 
(See also Fargo, N.D.) 

WACO.-TEMPLE, Tex.—81.U 127,300 
KWTX-TV (A,C); KCEN-TV (N) 

WASHINGTON, D.C.—90.0 835,800 
WMAL.-TV (A); WRC-TV (N); WTOP-TV (Cl; WITG 

WASHINGTON-GREENVILLE, N.C.—77.0 193,400 
WITN (N); WNCT (A,C) 

WATERBURY, Conn. tt 
WATR-TVF (A) 

WATERLOO-CEDAR RAPIDS, lowa—91.0 325,300 
KWWL-TV (N); KCRG-TV (A); WMT-TV (C) 

WAUSAU, Wis.—89.0 98,200 
WSAU.-TV {A,C,N) 

WESLACO-HARLINGEN, Tex.—72.0 *74,900 
KGBT-TV {A,C) 
KRGV-TV IN,A); 

WEST PALM BEACH, Fla.—79.0 77,000 
WEAT.-TV (A); WPTV (N) 

WHEELING, W.Va.—89.0 350,900 
WTRF-TV (A,N) 

WICHITA-HUTCHINSON, Kan.—85.0 ***259,000 


KAKE-TV (A); KARD-TV (N); KTVH (C) 
(KTVC, Ensign, Kari., satellite of KAKE-TV) 


WICHITA FALLS, Tex.—81.0 128,400 
KFDX-TV (A,N); KSYD-TV (C) 
WILKES-BARRE-SCRANTON, Pa.—81.0 $253,100 


WBRE-TVT (N); WNEP-TVt (Al; WDAU-TVT (C) 
(Includes community antennas in counties not credited) 


WILLISTON, N.D.—52.0 20,600 
KUMV-TV (N,A) 

WILMINGTON, N.C.—69.0 121,600 
WECT {A,N,C) 

WINSTON-SALEM, N.C.—87.0 339,700 
WSJS-TV (IN) 

WORCESTER, Mass. tt 
WwWwokgt IN) 

YAKIMA, Wash.—68.0 +106,800 


KIMA-TVT (C,N); KNDO-TVF (A) 
(Operates satellites KLEW-TV, Lewiston, Ida., KBAS-TVT, 
Ephrata, Wash., KEPR-TVT, Pasco, Wash.) 


YORK, Pa.—60.0 739,500 
WSBA.TVF (A) 
YOUNGSTOWN, Ohio—71.0 $144,700 


WFMJ-TVt; WKBN-TVT (C); WKST-TVT (A) 
(Includes community antennas in county not credited) 


YUMA, Ariz.—77.0 25,900 
KIVA (C,N,A) 
ZANESVILLE, Ohio—87.0 $24,000 


WHIZ-TVT (A,C,N) 


® Markets’ coverage area being re-evaluated. 
T U.H. F. 
Tt Incomplete data. 
TTT New station-coverage study not completed. 
* U. S. Coverage only. 
** Includes circulation of satellite (or booster). 


*** Does not include circulation of satellite. 
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Facts are the fabric of 


sound decisions. 


And it's a fact that there's gold in 
the Shreveport market . . . a major 
share of which is being spent by 
KSLA-TV viewers for products seen 
on the clean, clear picture KSLA-TV 
offers the Ark La Tex! It's a further 
fact that more people watch and 
prefer KSLA-TV (and we have the 


ratings to prove it)! 


Our prospectors, Harrington, Righ- 
ter & Parsons, have ALL the facts 
and will help you ‘‘pan"’ your share 


of the gold from this rich and grow- 


ing market!! 






channel 


shreveport, la. 


Represented nationally by: 
Harrington, Righter and Parsons, Ine. 


135 
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EENEY from page 38 


Be tolerant of the station that 

a mistake in this tricky area as 
is there is evidence that it is an 
t mistake. 

Keep in mind that radio stations 
le on the whole small enterprises— 
ecoming increasingly valuable. . . . 
idual radio stations are now worth 
ten or even twelve million dollars. 

. license to operate full time in one 
top 100 markets is very valuable. 
uld be awarded only to those who 
use it to capacity—who will make 
adio station an instrument for the 
ic good and a successful business. 
Both involve operating the station on 
ve’re-nobody’s-kid-brother basis. I 

that if the licensee also owns a 
ision station and/or a newspaper, 
he operate his radio station in a 
competitive manner. . 

Please don’t be subjective about 

0 programming. You may regard El- 
Presley or the Eberly Brothers as the 
t thing that ever happened to music. 
| you may want your news presented 
10ut sirens, bugles or singing jingles. 
you can have your Rodgers and 
mmerstein and your 15-minute news 
lysis. America is amply served by dif- 
nt types of programming. It’s indeed 
underprivileged and rare community 
t hasn’t at least eight different radio 
nals serving it. And whatever you may 
personally, a very large proportion 
Americans like rock and roll. 


Majority taste differs from ours 


Please remember that a medium serv- 
160,000,000 radio sets and nearly 
at many different Americans must pro- 
m for all of them. It’s vital to recall, 
refore, that 95% of American adults 
m’t have a college education and that 
tter than half have not completed the 
h grade. Their standards and their 
eds in the field of information and 
tertainment—though consistently im- 
ving—are still different from ours. 
Finally, (6)—it’s time to examine 
ie of the administrative guides to reg- 
iting radio. This is a brand-new in- 
istry since 1945 with totally different 
oblems and opportunities for service. 
an example of one area that might 
profitably examined: the decision 
de in the 1940s to limit the licenses 
t can be held by a single company to 
en. Then, it was an effective safeguard 
ainst monopoly. Now, this particular 
eguard is one that may be no longer 
ded. Now, a single company might 
allowed to operate 10 or even 15 
tions without exerting an undue busi- 
or editorial influence. Instead, it 
uld stabilize the industry, eliminate 
ne of the abuses criticized by the com- 


ttees of the Congress... . END 


RADIO WRAP-UP from page 30 


and station personnel better trained than 
back in 1953, the NAB study finds. Only 
7.1%, of the stations surveyed now rely 
solely on wire services. Almost all em- 
ploy local reporters and many have far- 
flung correspondents. Tape recorders and 
telephone beepers are practically a rule 
these days. Mobile units are used by four 
out of five large stations, though far less 
by medium and small outlets. 


Quality not quantity 


The image of a radio station is “as 
important, if not more so” than the 
number of listeners it can boast. Such 
at least is the finding of a survey made 
by Mutual Broadcasting System among 
103 advertising agency presidents and 
vice-presidents in charge of radio-TV. 

According to MBS president Robert 
F. Hurleigh, these policy-making agency 
executives are vastly aware of the im- 
portance of “quality radio” and are 
starting to “educate clients and their 
own agency subordinates to such ap- 
proaches in media buying in radio.” 

To the agency men surveyed, the 
ideal image of a station is one that ex- 
hibits “aggressiveness, forthrightness, 
honesty and community service.” They 
favor provocative programs, think there 


should be more public service program. 
ming, and suggest that the networks 
make more of it available to stations, 


Radio’s responsibility 

Is radio doing the best job possible for 
advertisers? Speaking to members of the 
Southern California Broadcasters Asso- 
ciation, Don Jones, vice-president of 
MacManus, John & Adams, recently aired 
some gripes and offered suggestions con- 
cerning the auto industry which might 
well be projected to other areas. 

Stations, he said, have so highly touted 
the power of certain choice times—traffic 
in the case of autos—that many buyers 
refuse to accept any other placement. 
His suggestion: radio should point out 
the advantages of other time slots and 
take very definite measures to make cer- 
tain that these times have advantages. 

Claiming that too much radio pro 
gramming is imitative, Jones urged sta- 
tions to come up with stimulating new 
shows. More originality and variety 
would have a far greater influence on the 
women’s market, he ventured. 

More merchandising services that 
would operate continuously, from the 
very first commercial to the final sale, 
was another of Jones’ suggestions. He 
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SPOT-BUYING FACTS NOT ON THE RATE 
CARD ABOUT KPIX, SAN FRANCISCO 


























MOST LOCAL LiVE 


SHOWS OF 
ALLSAN FRANCISCO 


TV STATIONS 


And that’s not all! m Most newscasts of al! San 
Francisco TV stations ™ Only over all rating gain 
scored by a San Francisco TY station in 1959 


= Most total advertisers of all San Francisco TV 


stations m Most national advertisers of all 
San Francisco TV stations m That’s why, IN 


SAN FRANCISCO, NO SPOT 

TV CAMPAIGN IS COMPLETE K P \ 4 » 
WITHOUT THEWBC STATION, SAN FRANCISCO 
Represented by Television Advertising Representatives, Inc. 


W sp) WESTINGHOUSE BROADCASTING COMPANY, INC. 
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also asked that radio pay closer atten- 
tion to dealer groups as well as national 
manufacturers. “Dealers must be con- 
vinced of radio’s tangible results,” he 
told the California broadcasters, adding: 
“Help us to prove that local radio did 
the job—not newspapers or magazines or 
network TV.” 


Educational achievement 


Last month Ohio State University’s 
Institute for Education by Radio-Tele- 
vision presented awards to outstanding 
national, regional and local radio series 
produced in the U.S. and Canada. The 
Canadian Broadcasting Company was a 
runaway winner with I] top awards or 
honorable mentions. The U.S. network 
shows singled out were: Blitzkrieg, Capi- 
tal Cloakroom (both CBS); Africa To- 
day, The United Nations Day Concert, 
Image Minorities (all NBC); Around 
the World, The Frantic Fifties (both 
Mutual Broadcasting System). END 


TOTAL U.S. RADIO HOMES USING 
RADIO (000) 
AVERAGE PER MINUTE— 
BY HOURS OF DAY 
March, 1960 
Number of Homes 
Hour (000) 


Morning (Monday through Friday) 

Oe TON oder hin akess sciences 3,659 
Us GM Sis oasis sie Sadddnssedsuy 7,714 
i NI, raed i cnspuenn Sica arcues 8,802 
PSN, vhnkinccstcwdontunwnseast 7,863 
PRE MD, vivo vss sicevsesnncenntes 7,615 
le ee ae 6,626 


Afternoon (Monday through Friday) 

Te Re DOM cscsossncinesnwsesietessiea 6,478 
PRR NS, SGuasecunivetecsunwonsers 6,330 
FT ME, << occwegacbase sic wceaane 4,945 
ee eee et er 4,500 
OR IOS a x5ies eaters ssdueseend 4,352 
Pa By. oan és casa skuaiakasahay 4,747 


Evening (Monday through Sunday) 
ee BES cris pon ae coast anes 
Ss Le ae ee eee 
p.m.— ne 
p.m.— er eics enne nee 
RIE IIIS. snes ging sis os:0n'b sins odes mie j 


ee! ee 


AVERAGE HOURS RADIO USAGE 
PER HOME PER DAY 


Month 


Agr, 1957 ...... 

August 

September : - 
REY chcercanthow vasa ube 
See re 
ee errr e 
January, 1960 ...... 
February 

March ces 
Source: A. C 
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Sign on—6 p.m. 6-11 p.m 11 p.m.—Sign-off 
IRON CITY BEER 
Ua siscaleisrolsiaeore:sthe Weise leh eee arateee ON BF MURS POE 65:0 60:00 0ie cree weivisiesi¢ 
KINGSBURY BEER 
D G6 0506 6:6-0:tie we pieene paveietie ww Wrelsio-w Ni einadesdieoadarueenegearaws 
I oo raven pardcecasereneesiaewin a eioiatersronieots NINN a Sara cs cioreicre esi ceraieytaerewiniee sree 
LABATT BEER 
pls scence heute as arate rani eonaranw wine ne aaa Lo re | See 


MEISTER BRAU BEER 


I aia wiie wis sic alata, aver MAMIE Ras oo civics 


MILLER HIGH LIFE BEER 


MMDOUS. we eee eeees 


MOLSONS CROWN & ANCHOR BEER & ALE 


RN UNGR aia ales y Giere's Gio wince sloralpioiers wnwras elnloreiews Det N vices a eeee rw preweeamen ances 
OERTEL’S BEER 
HONOIOUS 60-2 0:o:0-0:9:0 RU He teecnnenes oh RCS Ce flo See 
OLD CROWN BEER & ALE 
F VOYNE. cc eccrcccccccevesevcceseces an vicinese resins caw Gins-sueenetewrtes 
OLD DUTCH BEER AND ALE 
BVOIGIG oo occccccccsccecsecccreesiccoece Paicnecntesccas Uo |) eer 
PIE NN 56icinis.< eiptditwiainior nels es eleloneineere POE sarsiinisioreesinwsa eee venta eases 
dianapolis......... DEVOy SOO 66.5 i010 a0 Ds cscaineiweries 1:10; 5:60... 
Ns ceiling shcreeieves hininl orate wre ee oace aaetaro ror eTera eI Dis sewaiscwestece a 
OLD MILWAUKEE BEER 
ONIN ios aca rea vace-<\ siavanre: oo eecrnowietateleomnen GC FS I so 06 sin 60 6:00 00 9:0 
no del) a, EE 10:20; 2-20 min. per.... 2-10 min. per. 
PABST BEER AND OLD TANKARD ALE 
OO SE ne re er er eee Pere I a osiaininisigiacs ere sie Maen nets swe 
PN si 5e! a scab Owe WEs PSOE Teer ne Rew 3:20; 5:60; 5-S Min. POF... ccccvecveve 


PFEIFFER BEER 


MINE ppiatecarine oes ely'e | eT ee re EERE ee 
sing - Flint - Bay City 1-60 min. per......ccccccccccccccccscccesccesscceesees 

POC BEER 
IO oan sas wiaersicin ae nema umevenmiecion RS sie wooo eavo wi olarnte nie erat cela eie ater 


SCHLITZ BEER ‘ 
1:60; 1-30 min. per 


BIO ec cccccccvecevccscscccecsecs sce UGE HSU MM. POT ccccccsccecees 
SE AN obo woo eran o co bisrneininlasreeceernsees MoS MIN. POF.3.0 0c ccccccccccvccsece 
alsa let vinwhn icin hig ioiaces ieee wie onaie ws lalarrers ttae Po WNW: INO 06,0. vieei0ie 6 60:86 62607 
IID sri oo ns ooreeecncerworneen nemely NF IOs SD CH Ny 65.0 6.50500 6:60:08 ie 
ea aialalinre set ores oie ate or cle Slovo a ere anor eieisials PIE er ciacoinrs pio ewinsie ee slseiecs 
SCHMIDT BEER 
UIE so: 6016's. o e:siein hcos-eplewin mele einrsecs BOs FOO so essence 1360 6.000000 
SCHNELLS DEER BRAND BEER 
NE ost rrarvisinninc ioe Sigrie seinen memes BF Ny Sv. o'6 0.6 ow svn eo es-0'0:0 
SCHOENLING BEER AND ALE 
DU a5 oar abr wd or6 61d o nsabw ee ae ete eeleee Ds CMs ccip so aneesps cougeieees 
Scion ee eias kien eres OW wg wma a arerereTetalatets niavera PTE NTR se: o\a's:0'o-.0le'9\0'e series ore 
DR citiwaramerecs WONG sy 20 oso 6:6-0:6-8:0% SE EE claricein ad-warneaaiawaenat 
Siielip ta Di aa nerorsreliere oni eeiaca lene pte oneare Pe I iaicce sive Geceeneesime 
Aries ei ae La Rote ea a ee eee ees PO NS IIE ic sicinernie sisi nereeseiee 
Sy acdcuvetars cenata Ein aii aiekores aia aik Ia Taro ore IE BOR oo oi 00:0 16:6:0:0:0:0:0: 8:00:05 
anapolis......... Se: re I ccrao chanetrarsia row ere/aeseceas 
Hig rsh laa ncaa faSpar ev see oleecdro ores a Wier Stare tnt Se ae 
STAG BEER 
Dig iso tp a is loece Rie as wie leg ents sis tareane S:1O; B20} 6.60 + 00:00 Os iciecie.<s 
aerate iota dior at eink o's F STE AIS he ere eie eee Pe NL Ns oxoi-0: 3 no sree ersin ore eles oe 
TERLING BEER AND ALE 
insville - Henderson. 1.20; 1-60 min. per... 2:20; 1:60;......... re 
iiadaretes ata is ave encteratess latateierg ets rasele-p rated diate et FR '6 6.6 uecieiwatadnsrse sic’ 
So rere DE a xieraleveucordmeane 1:10; 1:20; 3:60..... CS 
GNADONS. occ vcvcccccrcccvesveeseseee DR NE nace -cicicmowinies ereissieeie'eeme 
PAT NEE = IME S 66: 3ate wip asin siec0-e sis srsisie Ye ee ee ee 
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STROH BREWERY CO. PRODUCTS 

CVO ...5.0.3000c08 MS iscsi derres PA ria en sinesiesinieinisuwivieweeeee bun 

ere 7:10; 1 hockey per... 4:10; 1-30 min. per. | 

Ns ei ois 2 Si a4 4 ONO ener eanreaue i ee 

Ie oie iso 0 ss. daleseew peste wetlew ee 

Fort Wayne......... FE Wveounaeseee Use iscwsccaeses ae 

Indianapolis......... 1 hockey per........ 5:10; 1-30 min. per... 2:10......., 

Lansing - Flint - Bay City 1 hockey per........ V2GO;3 1-30 MIN. POPs. 5... eccccceccs 

Se EE = CHINE 0 div eicanie ose GaweSimnanv~s a NT ooo a6: :601016:8 swipe casereroiere 

WED civ caceeceeen WON ac wiccoesucnccs We SINR eG bree tSdrencesSaemencgs 
WEBER BEER 

SNES cra lncaitere piv au8basarar ene ote eeretermtoorers Pee Aoaverewigisiniw ie visietwinpantaetieiice 
WIEDEMANN BEER 

IN ort sooth as iditans dates conweunene BiG BO BIO sive s:9 60s sees sacea 

Seite anise rae Gwa cea aradauante Se eee 
NEN 020s nao wan ene ea er pS ee 

PistbemGraia edi aracaiel sia argiere wad Siahereeraene a etUR Ne PN Miss cisinisis-cneaarewncinws 
IES 6 .cisaicie cy Senn epeqeninwananennrwe RE I gig tcasio ns eens Noe eS oesaic 

Si nip se OA Wr nein ol eraniarwis lared tarp ore are @a revere ee NE 6 air0'ig 1 e.a 9 oo were ero wienie 
Evansville = Henderson. .«...0:0:0.0:6:6s:0:00:0:s0 0001 Tey 3°S WN BOR as o.0:0:0.0:0-0.8:00 0008 
A IE 6 oo ook suse Kumicweowoenes a bee 6 EN were Rikeies- veneer 
IIR fa-¢- ere Nee dats durau tenance wean. WN EINE 4 psc'io18arntncwseieversspiewavecales 

SOUTHERN REGION 
AUGUSTINER BEER 
Charleston - Huntington. 1:60........-.+- Di ciannvescasinknes GD 5i6scc 
SrRe Atte Ra IO ao T6 wean eres e- Sigg Aue alors oer eal INTO 1oaed a vTRTR AEROS TO 5-5 min. per.. 
BALLANTINE BEER AND ALE 
SDs ca perecenecewics meeweneneas De I i lerieds-ociscvewsu ce newnes 
PINs ialeondisiten eeenwiesenscineedoabes 2:20; 1:60; 1-30 min. per.. .........00. 
PII arc to 001s ia a ws aness.0i5 0 19eie1s Deaslerseta ee ee ee er 
Tampa - St. Petersburg........s.eeeeees DIES ssc caveu ties < evens sawsmeceie 
BLATZ BEER 
CR 66 saeiscee GID e s-5 be eevee RSH le BN Rioe are ge neon S66 eka e meh eaIOS 
BUDWEISER BEER 
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BURGER BEER 
Charleston - Huntington.........eeeeeee- « VeRO OR. 6. 4:60 a10:0:0:0-9:000 cussions 
BUSCH BAVARIAN BEER 
pO ee re Ps cance weninwennece ened eee8es 
NER soso Ss esse wsia rete ass Sieleaiaree ieee DN cs cia oeele seitbcewswmeenet eset 
Roanoke - Lynchburg... 1:10. ....-ceccccccececcccccccecscececsceveess oe 
Tampa - St. Petersburg.........+. mioreeieces 6:20; 6:60.....+.+ Se 
CARLINGS BLACK LABEL BEER 
Asheville - Greenville - 
Spartanburg......csccccssccscccsece Ee ieee seweee4ie 1:10... eee 
PIR Go sictsteatonromnnia wo alsretscea sarees eee 3-5 min. per. 
Charleston - Huntington. .........eseee0e V-3O MIN. POF.......00 ccccoccccececccer® 
Jacksonville.......... BN apiece sccacessregiowe TE cwiewcneasocivewes 2:10. ..eee8 
Roanoke - Lynchburg. .....-.-eeeceececes 2:90; S120... ove ccccove 2:60. 0.+09° 
Tampa - St. Petersburg. 6:10........-++. 2 Ce rT 3:10 ...s..:0:0:008 
CHAMPAGNE VELVET BEER 
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DIXIE BEER 
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To page 1H! 












a “1 WISH (WAST 
| HAD TWICE AS MANY 
WARNER BROS. FEATURES!” 


so says William Riple, General 
r of the popular Albany, New 













He’s so delighted with 
= » and sponsor reaction, he 
oe ishes he could buy another 750. For 

z ner Bros. features make 






















p the b of WAST’s successful 
movie programs. “Starlight Show- 
case,’ for example, steadily reaches 
more homes than Jack Paar in 
Albany, according to latest Nielsen 
figures. You can’t have too many 
feature films, when they pro- 


duce this kind of result. 


= 


= U.d1.c2. 


sccm UNITED ARTISTS ASSOCIATED, inc. 


Seewoes j NEW YORK 247 Park Avenue, MUrray Hill 7-7800 

en CHICAGO 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS 1511 Bryan St., Riverside 7-8553 

LOS ANGELES 400 S. Beverly Drive, CRestview 6-5886 
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Pee IIE 5 963 o sisisstie ms cciawwscteamarionen MENT cctivieisiciaieiviniviorsisiaroicalare% TROPICAL BEER AND ALE ' 
ER ee eC ee ee RO ae LMI WES a oiaisiorccikceinssessctorcceurvesiers Teripnes = Sh, PORraet x oo 0:6 0:6:0:6:0:6:0:010:5:6:0 3 TDs occ eccscescseccs S10,. 
aid else pl aiidiave Farmrolansdehans Remy winrolmeabeeirs i Se ee eee rer re WEST VIRGINIA BEER AND ALE 
eRe DN ea rev idiieceyacarpssinihcerstesaveeioioe- Charleston - Huntington...........ee2eee8 Pin t09.0s0 sem ee ewuaweenat 
JAX BEER WIEDEMANN BEER 
Memphis..........+- 10:20; 3:60....... De clicciweaciulsen 7 Charleston - Huntington.......+++++++++- 3:20; 1:60..........-- 160. cece, 
FO CIID oie carseesinresereeencaeemen 4:20; 1:60; 5-10 min. per.;........-.+++ 
NL TE eer SRP Die oc ccssevoncivscsevese WESTERN REGION 
MILLER HIGH LIFE BEER BECKER BEER 
Norfolk... eeeeeeeee eee cee eeeceeceees 4:20; 1:60; 2-10 min. per...........--- Salt Lake City....... De Soe eres aN Sener eiisawiesidaneeeeed 
Roanoke ee 1:10 eeeeeee Corer rerereeeeeeeeeeeee BLITZ-WEINHARD BEER 
ampa-St, Petersburg....-.--++-+-+++++ 2-5 min. per.j.--- +++ seeeeeeeeereeeee NE Rao 4 osisceecincicamseesnmen Dies kisic oka cewinin Soenee 
pier ioraiaielel wide va ate ooo teie (ele soxs iota eiptoreiechcs Fem No 6.06 00 nas 62i6-ereeeoese BUDWEISER BEER 
NATIONAL BEER Dallas < Ft. Worth... ccccccccvcccscesee DMG Goieaisorns i kiew reser seaidansin 
Asheville - Greenville - NNN a iraiw'ary-clarsiotehin sleet uierernwieuieuvies eM ie asics wvistoeisiereseaescnaea wees , 
Sportanburg........seeseccesccesces Pe ae ove corsis  cvccsiowiclcidansioutectais se Femien NNR o:4s:tacsek ei daseiesenens . 
Atlanta. see eee cece eee eeereeeeeeeceee 6:10; 3:60.......+.-+- 2:10; 4:60... BORON  atoivia woe siciswewwesncinanann Ws icncwscoencisse Nae | 
Norfolk... cccccccccccccccccccescccces 4:10; 1-30 min. per..... 4:10........ ICING oo. caiscorsnciccmenssuer Pe IDB sa 0c. 0w Siers Sv acesiaveiecieisien HA 
Richmond... 2... .eeeeeeeeecececceeccee 4:10; 1-30 min. per... ...---2-+++++5- Sac siecle croreiccieesisiewisicreeu pair RO Rs cicinp es eossia ieee eoaens 
Roanoke - Lynchburg. ......-.--ececccece DG es 5:0. 555055 665-0400 8:60 550 eee RIN 0 coin 9-0 1a edie dsdsise Go Wise ees GigE S WIRES ean s 8 1929'5 BAD ck ceric | 
REGAL BEER BURGERMEISTER BEER 
I i icibsccaciunrs dip winiebuiniiantriant eee near Fresno....---+++-+++ 1:20; 2:60....... S210; 7:20... e eee eererecererens 
Tampa - St. Petersburg.........0.s2000 ON EEE ee err ee o ere en TN Los Angeles. ....-.ccscccccccceccccecs VAIO; Bi2O.. ..o.:00:c0000 Wee cieraats s 
Pea IRs io: o wise sisnicedicsniaieewnen UREN ccceos inci toe-s's ee S 
REGENT BEER AND ALE San Diego........-- I cincanancmach TREE re ern eee ™ 
Norfolk... ..eeeeeee. 4:10; 3:60......+ 2-5 Mies POF.» «+006 +00 BO.» 000000 San Francisco.....-+. DD rcricntess 15:10; 7:20; 2:60....... eens . 
RICHBRAU BEER Seattle - TACOMA. 0000 cccccccccccccvces lag EET eee 
Richmond.........++. Ce ae ee Oe ee BUSCH BAVARIAN BEER a 
Dallas - Ft. Worth..... 1:40; 6:60....... ee 0 
ae DR aviiiaccenens SS MRI BOB. 6 50 o snes csscnscevene H 
SUE aah 2)5 55:0 « Srdremivaleigupserdusiciptonetaeieiaver aU Ni o.oo :5:c:0:0- 6s: e:6sreieirew cece GAR Ella as a oicnncescsennescens YY ~~ SR E 
SCHLITZ BEER SII 6c 5<s0naveneamneneeencin NS iducicwneslawascnunessanel ; 
Jacksonville... cc ccc ccc ccccccccccc ccc VeGO MIN. DEFc cc cccccccccvcccccc ccs  —«-_—§«_—«:—«SFWNGB a cccccccccccccs & DGSKOIDGH POF.c . Fikes osccccccccccccccccccccccsones 











ries dedicated:to RK 


Wetec. seek at 





a continuing 
project of KTVI’s 
Public Affairs Department 


TELEVISION MAGAZINE / June, 1960 





















































b 
gn-off Sign on—6 p.m. 6-11 p.m. 11 p.m.—Sign-off Sign on—6 p.m. 6-11 p.m. 11 p.m.—Sign-off 
wae CARLINGS BLACK LABEL BEER LONE STAR BEER 

IR sn os a aha mia ve etais iene einiornaln y's aie 0 Ries VBP NEE 6.0 608s e sinc dinnear DH, PUR oses in eseeseceasvs Gy an absense wens enese ee i 
eee NN, HOI 6a vos aie-ye ieee sioais oc a-re a) SN IM alars ois (ors dtiorne oneness Ny iets ys eee sechan saw ies heduacn Ae EI SEIcsau ao widousnceceeayeu 
see Sethe = TAGGING «2.0 0 00:00:05 00:0:0-00:0 00 0:00 NOENOp Us BOO s...+0<. SB; 260... BRD a5: oes siewastesseceuscncsc UP TINS. 6 80e00500Ks 

Soe Tipe Dae Ewin bs pide lina eis-eewieipebieia.e's PA I Ess innisso nw sawaitnwewe—enien ENA6 0 6S OSSE5604S45SSSS eae e S0 6) SENN 69455049444 555088585 
oe seo sin ds oe eS pen orrnees calenisoede [SON NEs <ibnwinenencoawaseucee Ws saws se ewer Pt eee he | a 

COORS BEER LUCKY SanEnS BEER 

een NING aes 0151 ise asso om aretycorey atk nace Cen bho aycenwananeurseeaw San Francisco... .-.0. secre eee cece ee VND. eee e cece cece cece teen eeeneee 
BEER LUCKY LAGER BEER 
oes -=ciagPnge col dietetic ncichicwktiiessirnsicnivay SMR aisccmsleaneies 

See a SNS rivet sewnnd onan tee aaa ON Mesa rnesne secs Nisa nas ioleanhwicinaknate inca nksessnnciaioxe 

NN s 550.664 5056s ouewansiesecaaeas MI Macaca nccwes ace cun eens Reith, Bitte a <a.cnasuscccuccescoves 4:10; 3:20; 1:60... -.e0cceeeceeecees 
eee Dn kvcreseenwenennesieneenanane dae ae ee ee re Galt athe Clip... ccc cccccccccccscccecs Q0UQp BBO) BBO. 0.ccccccccccevscses 

ss nhl tale : i SR Eee or tesnecteteweniesae Do inci cniireciriddaaecnes BSG BBs VOB 6 oon cccnvccvcsesses 
aS genet Pena ene eny nett ee in ie i dg aera tat EO: | 

los Angeles.......... ee 5:10; 5:20; 19:60; 1-5...6:10; 3:60... 

: , nimi aii ie er ree NS 514.45 SAGA saw ndwenences 
Sa laa a lt at 11g ptecaitalhamaa tania ee a > ee 
ee ee ee Te er ee eo ee ee ee eT PIA 

NNN oisicsinivisccc reds ccscewbens eR as iain eis 50s 08 4062S sis wie sew OLYMPIA BEER 
oven . P ai eiss dd Nw ote eASaN ew enw eee I a 65 6 o6 eseuks eee 

POD sis 5 WSS Nawunctssdenescew een eo a ne 

é PE Gh bo Scseeeaediswseskeces DE 0.60 s6kuwhdeeewaae oonees 
pedinGoi sss we ewew Cadet ss sus Seneuts ee ee eee 
3 . San DlaGd..< . . 00000 eee 6568s scccene nes Ds seeenes 
seeeee in 6-:6 o:0:5ie6.05 100 sink siewin nice ues: ANNES 0000s e 50a ene sees <n 
a ‘ DN ih das casterauseusaiesenes DD ss eassueuesesaas 3:20; 1:60 
MING reise as cies wens eeeeeeeewe DWP Ns 6 4 56s sss Wieciewioreeere 
= NS v.60 ca So cwsrwenoeiees er SS hs davnweeas Sass ssa 
ianawe Mi sarain-bin a pla Os 1d eww ins Sd oe ww ee. WE NUN 610 Ni Gao Rahewoeween we 
ws. PABST BEER AND OLD TANKARD ALE 

ASHER 09° . ida oosweweuebnov twee wnes eT Tee ey ee 
arin SN ING ose soc ccs REN so oss mr aravereers ay WOES RES Sonera aisles Som amresinnleuun 
ee ee ay . PEARL BEER 
restores HAMM'S BEER eee a 
aeons DN icici Gin sinc ene SS OA asec sees REE A bie w.eaweres women aie newes i540 9'0560.058 SENS San cswssv kn, SN O55 450 euke ses sceenswee 
Penee ee eer ee 1:360........ San Antonio......... 1-30 min. per..... 8:10; 2.20; 3-5 min. per............0-- 

MIN 60a sie sehen wee wasasewsen PEG rad vvuseainwasennnwseose RAINIER BEER AND ALE 
sepiaes BD Sen lege... 0... eceeseecseseer eres MOO) MEO. corecrceeererscesereeees iickinessaceiiiivonsiiee MbbateneinicasouheenenneNkes 
rerre San Francisco......-. 4:60............ 2:20; 2:60........++++ 1:60........ ee. err 
eer MNO = TACOMA... cc crccvcccccccecsss BBD scseccccccccccces WO. cccccee SR = FIN 0c ee cccccescsiccceccs Veby 2B GOO. ....5 GBB. 2 00050 
saree ] HEIDELBERG BEER REGAL BEER 
ase Role 6 151 ibe iwis-sio-eaieeren ciaoe.s PE bu 10:0 019 5'Gakiniow<eoparnciee EE iGo icnkrsaa cea ganesueken PEN akaesauheenadeth Shay eueewee 
oar 7 JAX BEER SCHLITZ BEER ‘ nee 

Dallas - Ft. Worth...........eeceeeeeees ene METS ees sanvententsneses dence TRG PEE «+00» aici 
_— ES ee eee eee 2:20; 3:60; DAB ta. < UBOsoccccce 0 MPSA STEMS e 1999989099 eee CEN ESS ee RHE RH SS eee s 419 9.0 Ho) ¢ es 
a . Neha vie wlan ween a ww wlaiearewiee ewe maw es as Uae WE I ine sana seeadicnsee STAG BEER 
a0 : ie. cnvcasecscesscseves oes 1:20; 2:60; 3-10 min. per.............- ee ee rr PE Eh saws base bbesunGsuckwavan 
ihe NN a ca ic winwicwielow oy 7:10; 2:20; 3:60; 5-15.. 3:10; 1:60... EA cic ow Keohecgucebweneeknence Ds BD I HRs oo 6s oss ese cence 
tS | | Moc titedenlecmenatnbeniaaens min. per.; 1-30 min. per.........+.0005 TIVOLI BEER 

Eo KGEE RES aleeeies SNe ORC e ee 1:20; 3:60; 1-30 min. per.............- Sng baACRS NSS MEW Sed heed Nae CEOS RSSENK ENG ROG DENNEN eNRRO ROARS 












The exclusive TV service in 


WILMINGTON, 
NORTH CAROLINA 


NORTH CAROLINA 








THE WECT COVERAGE AREA 


One of “The 100 Fastest Growing TV Markets in The Nation.”* 
A market in which 800,000 people spend over half a billion dollars 
in retail sales 
A market containing 5 of the Carolinas’ most productive farm counties 
\ A thriving coastal resort area where summertime visitors average 
SOUTH 750,000 yearly 


CAROLINA *Television Magazine, 1960 
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THERE AND EVERYWHERE—all at once! Want special effects? Film is your answer! Film— 
image to show multi-use! That's the effect and film alone—can do 3 things for you: (1) pro- 
© win the busy housewife in a brilliant 60- — vide high-polish commercials, rich with optical 
d Corning Ware TV film commercial. Multi- effects; (2) give you crisp, vivid animation; (3) 
produced economically . . . efficiently! assure penetration and coverage the world over. 


For, further information: Get in touch with Motion Picture Film Department 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


"East Coast Division Midwest Division ; West Coast Division 
342 Madison Avenue 130 East Randolph Drive 6706 Santa Monica Blvd. 


New York 17, N.Y. Chicago 1], Ill. Hollywood 38, Calif. 


or W. J. German, Inc. Agents for the sale 
and distribution of Eastman Professional Motion Picture 
Films, Fort Lee, N.J., Chicago, Ill., Hollywood, Calif. 


ADVERTISER: Corning Glass Works—Consumer Products Division 
PRODUCER: Audio Productions, Inc. : 
ADVERTISING AGENCY: N. W. Ayer & Sons, Inc. 
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ADAMS from page 46 


Benton & Bowles, writer John Flagg and 
TV Graphics, the production house. 

For months we've refrained from prais- 
ing Duncan Hines Blueberry Pancake 
commercials. But we’re praising them 
now. These spots have what it takes to 
make you hungry for the product and 
that’s what good food commercials 
should have. Produced by Wilding, 
Chicago, with Mike Stehney directing. 
The agency: Gardner, St. Louis. 

Timex demonstration believable 

Being a believer in dramatic product 
demonstrations, we have real respect for 
Timex commercials. John Cameron 
Swayze adds to the believability, of 
course, but the basic idea is what gives 
these spots substance. A variety of honest 
demonstrations, all of which serve to 
prove again that “only Timex takes such 
a lickin’ and keeps on tickin’.”” Agency 
for Timex is W. B. Doner who also pro- 
duced. Writer: Sandy Wilson. 

Another demonstration commercial 
that stays with us, for different reasons, 
is the $.O.S. Seems that new blue S.O.S. 
is loaded with soap and has rust arrester. 
Good idea. But the commercial still dem- 
onstrates that’ loaded-with-soap thought 
by using an electric mixer. In our stub- 
born mind, a mixer is for food. We like 
surprises but resist the idea of soap 
mixed up with food. Oh well. This is 
June and we're in the mood to admit 
that perhaps they have reasons we know 
not olf. 


Christopher Ballad spot for Ivory Snow 

From the what-a-coincidence depart- 
ment, we pluck these few: 

From the fields of waving corn come 
two commercials. One for Post Corn 
Flakes. Quite reasonable. The other for 
Fleischman’s Margarine. We don’t know. 
The “100°, golden corn oil” is lost on 
us. 

Still with coincidences, we report 
that big velvety roses are blooming 
alike, in slow motion, for Kraft’s flavor- 
bloomed Parkay and for Suave, a cos- 
metic with some sort of dewey moisture. 
This sort of duplication is almost bound 
to happen when interest is borrowed. 

Ballads are also blooming for several 
advertisers. Phillips 66 has a_ ballad 
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which fits their travel story like a hand 
in the right size glove. Phillies Cheroots 
wre using a ballad in their western style 
series done by Filmways at Warner Bros. 
Understand it’s been tremendously suc- 
cessful. The “quick on the draw, about 
as big as your trigger finger” copy line is 
Irom the typewriter of Betty. Silberman 
of Wermen & Schorr. TV production su- 
pervised by the agency’s radio-TV di- 
rector Lester J. Harmon. 


Del Monte catsup ballad commercial 


Del Monte is also singing a_ ballad 
about the tomatoes used in their catsup. 
No facts about how successful this one is. 
And now let’s make a sharp turn into: 

The operation was a success but. . 

We'll try to keep this brief. And anti- 
acid. And certainly anonymous because, 
gratefully, we don’t know from whence 
came these “great thoughts.” Here’s the 
story. Before judging each batch of com- 
mercials for the American Festival, the 
judges were told what to look for in each 
commercial. These litthe admonitions 
about what to look for had accompanied 
the entries—from advertisers, agencies, 
producers. 

And what were we to look for? More 
often than not, we were asked to note 
the musical score, or the cinematography, 
or the humor, or the choreography. 
These can be important ingredients in a 
commercial, obviously. But each can play 
only a supporting role. The hero of the 
piece must be the product. 


Watch out for upstaging 

Whether presented humorously or 
realistically, subtly or with disarming di- 
rectness, something about the product 
must register favorably with the pros- 
pect. The right music can help. And the 
right casting. And _ skillful cinematog- 
raphy. And any number of other things. 
But if any one of these is permitted to 
get in the way of the hero, that is up- 
staging and that is murder. And that is 
when you can report that the operation 
was a success but the patient died. 

Oh well. Let’s go out and catch some 
June bugs and put them in a glass jar 
and maybe the buzz of the bugs will give 
us a whole new outlook on TV commer- 
cials. END 





































THE IRRESPONSIBLE CRITIC 


om Crosby is one of the brightest and wittiest writers 
covering the television scene today. He is also at times 
one of the most irresponsible and immature. In a recent 
olumn which appeared in the New York Herald Tribune 
ind a number of other papers throughout the country, 
Crosby, for a man of evidently high intelligence. made 
some damning accusations which cannot possibly stand 
up under the light of reason. To quote the Herald Tribune 
CTITIC: 
“Even if the program heads who wield this vast 

power were all high-minded, this would be a nar- 

row bottleneck through which to pour all the 

creative energy of the country. But they're not 

high-minded men. They are interested in money, 

in those idiotic ratings, and in control. They seem 

little interested in the taste or the cultural welfare 

of the country, or in creating new forms, or in 

developing new writers or artists or artisans, or 

even in show business.” 

his is sheer nonsense. Certainly the program head of a 
network must think in terms of money and ratings and con- 
trol of the network’s programming. Would Mr. Crosby 
rather we forget about money and emulate the BBC? 
Would Mr. Crosby ask that an industry with such tre- 
mendous responsibility throw out available measurements 
even if these ratings were not as definitive as 3.1416? Is 
Mr. Crosby so naive as to think that the networks show 
little interest in the taste or cultural welfare of the country? 
He can’t be that blind nor do many of his columns indi- 
cate that he has been unaware of television’s contributions 
in information and cultural programming. 

To quote John Crosby again: “ with four large 
fudios turning out 85% of the nation’s shows and selling 
them in private little deals to three huge networks, the 
ittle independent producer is being driven to the wall... 
creative people are being driven out of business altogether 
in favor of cost accountants.” 

Sheer drivel. The networks are desperate for new pro- 
cram ideas, for new talent. Their very existence is depend- 
ent on improving their product, programming. Fvidently 
Mr. Crosby has been mixing the juniper berry with the dis- 
sruntled sour grapes of the producer unable to sell the net- 

orks on a “great idea” which can’t help but be the number 
one show of the year. 

[.et’s forget creative considerations entirely for a minute, 
und view the situation on a sound business basis. Does any- 
one think that the men who run the networks are oblivious 
to the business they are in, unaware of the fact that unless 
they seek out and encourage the creative man, the very 
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substance of their business will dry up and wither away: 

Now, another accusation of Mr. Crosby which must be 
answered: “When an independent producer brings a show 
to a network, the network’s first query ts: ‘What's my cut?’ 
The going rate is 30 per cent. If the producer doesn’t cui 
the network in for that much, he’s not likely to get air time.” 

I am certain that some networks at one time or another 
have tried to negotiate for a percentage of what they con- 
sidered a good property, not only in terms of a potential 
profit but for the very important and basic reason of con- 
trol. But believe me, no network in today’s intensely fierce, 
competitive battle will turn down a promising show because 
it can’t get its “cut.” 

And to continue with Mr. Crosby: ‘“There’s an old chest- 
nut that runs: ‘How can you possibly fill up sixteen hows 
a day with decent programming on three networks? There's 
not enough creative energy in the world to do it.’ I neve 
believed this. There’s plenty of creative energy to turn out 
five times as much first-class programming as the time 
needs.” 

This is pure poppycock. In fact, several months ago Mr. 
Crosby himself remarked in another column that: 

“We can’t seem to produce new plays (on tele- 
vision), new ideas, fresh personalities . . . but 
then I look around me in other fields and it occurs 
to me that this phenomenon is not isolated to 
television. . .. 

“This has been one of the worst seasons Broad- 
way has had in many a moon 

“ The movie houses are having a great day 
reissuing old movies . . . most of the fiction on 
the best seller list is trash . . . conditions in 
(TV’s) sister arts are not much better and may be 
conceivably worse...” 

Regardless of the starry-eyed and rather incongruous 
hope of the urbane Mr. Crosby, there just isn’t, never has 
been and probably never will be sufficient genuine talent 
to come up with 16 hours, day-in and day-out, of “first 
class programming.” No other art form or medium of con 
munications has come close to television’s creative output. 
Admittedly, a very large part of it is not exactly inspiring 
and might have little appeal for the jaded appetites of 4 
Crosby or for the not-so-jaded outlook of any of us in the 
higher socio-economic group. : 

It is sad to see someone so talented indulge himself in 
the kind of thinking one would expect of members of @ 
little theater group who take out their no-talent frustra- 
tions in beatnik tirades on what’s wrong with the industt 


and the people who run it. 
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Year-in and year-out, KSTP-TV's 10:00 p.m. News- 
Weather-Sports lineup has enjoyed top ratings in 
the Twin Cities market. 


This year the ratings are greater than ever! 


A comparison of March, 1960, figures with those for 
the same month in 1959 show a 20 percent gain. The 
average rating from 10:00 to 10:30, Monday through 
Saturday, is now a solid 24.6. In 1959 it was 19.8* 


*Telepulse Report, March 1960, March 1959. 


Represented by 








o/ 


HOT) 


MINNEAPOLIS - ST. PAUL 
100,000 WATTS NBC 


























(which is a pretty solid figure, too). 


The Northwest's favorite on-the-air personalities, sup- 
ported by the superior facilities of an award-winning 
News Department, have made KSTP-TV the undis- 
puted leader in the News-Weather-Sports field. 


For information about the few choice availabilities 
adjacent to these shows, call a KSTP-TV representa- 
tive or your nearest Petry office. 
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Edward Petry& Co., Inc. 


The Original Station Representative 


A GOLD SEAL STATION 





Modern machinery and mass production 
techniques will always give way to the skilled 
hands of the tailor when it comes to the 
ultimate in suits. Likewise, the points of 
superiority which constitute the quality 
in television today are not so much 
of mechanical doing. It still takes that 
human element... the “quality touch”! 
And we're ready to put it to work for you! 


Represented by 


Edward Petry & Co., Inc. 


The Original Station Representative 


TELEVISION ate * DALLAS 


Serving the greater DALLAS-FORT WORTH market 


TELEVISION SERVICES OF THE DALLAS MORNING NEWS 
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